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Prospects, friends, customers ...that’s what you buy in advertising... not 
merely paper and ink and plates. How many you get depends obviously 
upon your product, salesmen, distribution, and the quality of the adver- 
tising sent out to represent you. Of course that’s trite, but in four years 
of war it has slipped a lot of minds. With advertising plans going full 
speed ahead, remember the important part the many grades of Cham- 
pion paper take in the effective presentation of sales stories. Choose 


Champion for all your printing, and get more people out of every case. 


an Cees AND FIBRE COMPANY...HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeteries . . . 2,000,000 pounds a day 
MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 
NEW YORE + CHICAGO + PHILADELPHIA + CLEVELAND + BOSTON «+ ST. LOUIS + CINCINNATI « ATLANTA 
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ADVERTISING 





Second Installment 


Getting the Right Start 
In Direct Advertising” 


A course of study for “‘beginners”’ who want to start learning 
about a most intricate, but effective, form of Advertising 


conducted by 
HARRIE A. BELL 


(For more explanation see Reporter’s Note in adjoining column) 


- 





Recapitulating on the three previous chapters, it has been pointed 
out that 
1. Advertising is merely a tool, used to get something done. 


2. That, in using this tool, you must have clearly in mind what 
leverage you are going to apply—in exactly what amount, and 
in what direction. 


3. That, in applying this leverage, you must see to it that you 
exert pressure in directions toward, and not adverse to, your 
Basic Idea. 


So much for the first three lessons in the use of direct advertising. 











TO WHOM WILL IT BE SENT? 


Before any intelligent preparation of a direct advertising piece 
or series of pieces can be begun, you must have in mind a clear pic- 
ture of the people to whom it will be sent or delivered. There are 
two reasons why this is important. 

First, you will have to understand fully the type, or types, of 
people whom you are going to approach, and any surrounding con- 
ditions of occupation or environment which may affect your appeal 
—for without such understanding, how can you approach them 
intelligently ! 

For example: as a class, are they rich, average income, city 
people, farm people, business executives, or what ? 

Are they women, men, children, college students, baseball 
fans, camera fans, golfers, stamp collectors—or how can you 
classify them ? 

Are they cultured, educated, uneducated, rough diamonds, 
smart set, jitter bugs, social climbers, or of any other discernable 
characteristic ? 

What is their general occupation ? 

When is pay day? 

These are only a few suggestions. You will, in every Case in 
hand, have to search your own mind to develop any important 
differential which will probably affect your approach. 


* This course is copyrighted and must not be reproduced in-part or whole without permission. 











REPORTER’S NOTE 


Here’s the second installment of 
Harrie Bell’s Direct Advertising 
“primer.” Last month’s starter got 
a big hand, confirming this reporter’s 
thought that such a book will be a 
boon to the newcomers and a re- 
fresher for the “professionals.” We’d 
like more comments from you and 
from the people to whom you’ve 
shown the first few chapters. 


® 
REPORT ON CONFERENCE 


Our Face is Red!!! The Direct Mail 
Advertising Association held its one- 
day “round table” on October 19, 
1945, at the Roosevelt Hotel. It was 
our plan to take copious notes of 
all proceedings. We discovered that 
arrangements had already been 
made for stenographic notes of all 
the talks. We were promised a copy, 
but due to causes beyond the 
DMAA’s control, the convention 
transcript was not ready when this 
issue of The Reporter had to go to 
press. Therefore you'll get the high- 
lights of the conference next month. 


It was a big day, more than 1100 
registrations. Too many people, too 
many speakers, too much to do. 
to jam into a one-day period. But 
be it reported, that the members 
voted to go back to three-day Con- 
ventions in 1946. Location will be 
“some place in the midwest.” 
Suits us. 

* 


Correspondence Supervision 
Due to shortage of space, the sec- 
ond installment of James Grady’s 
Correspondence Supervision series 
will have to be held until next 
month. 
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CONGRATULATIONS! 


Newspapers of September 11th re- 
ported that the New York Employ- 
ing Printers Assn., Inc., is urging its 
600 members “not to accept orders 
for printing from those who seek to 
spread hate and intolerance.” 


Action of the Association was 
taken by its executive committee on 
the suggestion of Dr. Dan W. Dod- 
son, executive director of the May- 
or’s Committee on Unity. Dodson’s 
appeal was made after Ernest Fred- 
erick Elmhurst, under indictment 
for sedition, had tried to get 5000 
copies of the notorious anti-Semitic 
“Protocols of Zion” printed at a 
Staten Island print shop. 


“We owe to our country, to the 
members of our armed forces, and 
to ourselves as American citizens 
the rejection of such business,” the 
Association declares in the current 
issue of its publication, The Imprint. 


This reporter has been urging the 
printers to take this sort of action 
. Since 1939. We’ve been con- 
demned for our attitude. The New 
York Employing Printers Associa- 
tion is the first group in the country 
to have the guts to take action. 
“Congratulations” is a weak word 
for what we mean. 


e 
AN EAGLE EYE . 
Dear Mr. Hoke: 


In a recent issue of “The Reporter” 
you published a quotation from Wang 
Wei, the famous Chinese poet, who, 
your quotation stated, lived 4,000 
years ago. If you had verified your 
quotation, I think you would have 
found that there is no authentic 
Chinese history going back that far 
and that Wang Wei, the poet, who 
was also a painter and established the 
Southern School of Painting, lived 
sometime during the Tang Dynasty, 
which ruled from 600 to 900 A.D. 
approximately. 


Sincerely yours, 


E. S. Kavanagh, Asst. Treas. 

Mass. Society for Prevention 
of Cruelty to Children 

Boston, Massachusetts. 


Reporter’s Note: Thanks for 
catching mistake of a mere 3000 
years or so. We’ve passed your 
information along to Department of 
Agriculture copy writers for cor- 
rection of their Secretary’s Manual. 
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It is fairly obvious, is it not, that you would alter your appeal 
in some degree for certain classes of people, as compared with cer- 
tain other <lasses? Until you have a clear picture of the general 
type and condition of your readers you can not intelligently begin 
to work out‘your problem of what to say, and what motives to 
invoke. 


Second, it is important to have in mind a definite idea of who 


‘and where your prospective readers are, so that you can formulate 


a plan for securing their correct names and addresses on your 
mailing or distribution lists. 


The whole technique of direct advertising hinges on the 
assumption that it can be sent direct to each one of a number of 
likely prospects. The best direct advertising campaign ever pre- 
pared to sell printing presses, for example, would flop if there were 
no way to secure the names and addresses of printers and publishing 
houses. 


In those cases where names and addresses are not to be used, as 
where salesmen are to present the material during an interview, 
you still cannot afford to disregard consideration of how and where 
the pieces are to be delivered. You must at least construct in your 
mind the conditions surrounding distribution, to have a reasonable 
understanding of how this may affect your preparation of the 
material. 


It would be poor policy to prepare to use direct advertising 
to sell printing presses if no lists of likely users could be secured. 
Oil burners, pianos and similar products which are not renewed 
every few years are in another class. Your aim in these instances 
would be to determine ways and means of securing names of people 
not yet owners of these products. With automobiles, however, as 
with printing presses, a non-owner list is not important; because 
owners of cars two and three years old, of similar price class as your 
product, are probable prospects due to the custom of frequent 
trade-ins. 


More extended discussion of sources from which to build lists 
is given in a following chapter. For the present purpose, it is enough 
to emphasize that—until you are sure that a list of probable pros- 
pects can be secured or a number of probable prospects can be 


otherwise contacted personally—it is futile to prepare a direct ad- 
vertising plan. No direct advertising should be planned and pro- 
duced unless the people to whom it will go, and the manner in 
which it will be delivered, have been clearly visualized and provided 
for. 


Now, departing from the analogy of tools and leverage, a 
fourth lesson, as outlined in this chapter, may be epitomized. The 
fourth lesson to learn is, that before preparation begins you must 
know to what types of people you are going to talk—and you must 
know exactly how contact with them is going to be made. 
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HOW TO START PREPARING DIRECT ADVERTISING 


Facts and Circumstances to Consider 


When we know “where we’re going”—why, and to whom— 
there remain the questions of when and how. When will be dis- 
cussed in another chapter. This discussion is on how. 

Assuming that due consideration has been given to the points 
outlined and discussed in the preceding chapters, and that the 
Basic Idea of a campaign (or of a single piece of direct advertising) 
has been determined, one should be ready to get down to cases. It 
is about time to begin preparations in earnest. 

How shall we begin? 

Before either copy or layout can be conceived you must learn 
all the facts you can about your problem. Naturally you'll start by 
learning everything you can about the product itself: 


What is it used for? 

What is it made of? 

How does it work ? 

How many styles are there? 
What colors? 

How long will it last? 

Any cost to operate? 

How is it packed ? 

The list could be elaborated to infinity. You will choose for 
yourself the questions you ask, and you will continue to ask per- 
tinent (even impertinent) questions, according to your own inge- 
nuity. But keep in mind that the more you really learn about the 
product and its characteristics—especially from the buyer’s point 
of view—the usefulness, profit, pleasure, pride, or what have you 
that it gives him—the better you will be prepared to do your part in 
helping to advance the sale. 

Next, you'll want to know how it is sold: 


Direct to consumer ? 

In retail stores? 

By door to door salesmen ? 

In 5 and 10 cent stores? 

In drug stores, grocery stores, department stores, spe- 

cialty shops? 

For cash or time payments? 

By branch agencies? 

By traveling salesmen ? 
—and every other detail concerning the actual point of sale that you 
can possibly think to ask. 

You already have fixed in your mind the type of buyers, and 
how they will be reached. But you’ll want to know if there is any 
seasonal buying period: 

Winter, summer, spring, fall? 
Income tax time? Monthly? Pay day? Every day? 

In addition, you'll consider the geographical considerations. 
Are your prospects located: 
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POSTAL SLOGANS 
(How did Ed Mayer miss these?) 


The stately Post Office at Wash- 
ington, D. C., carries these words 
engraved in stone over the Eastern 
and Western doorways: 


CARRIER OF NEWS AND 
KNOWLEDGE 


INSTRUMENT OF TRADE 
AND INDUSTRY 


PROMOTER OF MUTUAL 
ACQUAINTANCE 


OF PEACE AND GOOD WILL 
AMONG MEN AND NATIONS 


MESSENGER OF 
SYMPATHY AND LOVE 


SERVANT OF PARTED 
FRIENDS 


CONSOLER OF THE 
LONELY 


BOND OF THE 
SCATTERED FAMILY 


ENLARGER OF THE 
COMMON LIFE 


REPORT FROM SWITZERLAND 
Dear Sir: 


It seems to me that dozens of years 
are gone since I received your last 
“Reporter”. It was during September 
1942 and it has been your July-num- 
ber 1942, 


How I missed your lively magazine 
through all the years and months, 
during which on all sides of Switzer- 
land stood the Germans, awaiting a 
chance to “liberate” us. 


This time is gone! The German 
War has ended! And now I await 
with interest your next new number 
of the “Reporter” and I beg to tell 
me when my subscription expires. 
I want to send you the money early. 


I await with greatest interest your 
letter! 
Very truly yours, 


E. Wolfer, Postfach Fraumunster, 
Zurich, Switzerland 


Reporter’s Note: Glad to have 
Mr. Wolfer back again. Incidentally, 
he used a most beautiful letterhead. 
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LIST CLEANER-UPPER 








This card has been designed for the following purposes: 


1. To eliminate or at least reduce the enormous amount of irrelevant 
advertising literature we receive from various sources 


From this: =" To this: ——— 


2. To furnish the remaining senders with the name of the proper 
party to whom their mail should be addressed. This should 
tend, in general, to make the advertiser's campaign more effec- 

tive. Many, many mailing lists are not only 
incorrect but obsolete, render no service, and 
tw) even worse, reflect on the efficiency of the sender. 
““~t| Such mail finds prompt disposal! 


° 
——o 


We have hereunder ciassified yours and 
checked our requests. 






A. Discontinuance. 


B. Address your literature to attention of the following person: 


C. The Perkins Hosiery Mills to which 
=> you address your mail has been out of business 
* , for several years. We suggest you revise your 


A E| mailing list. 
pan 








We manufacture Colored Cotton Yarns, Upholstery Fabrics 
and Cotton Hosiery (89 to 176 needle) 


JORDAN MILLS, INCORPORATED 


Box 200 






4. 


There are 18 Post Offices in the U. S. A. 
named Columbus. See that your mail 1s 
addressed to the best town of them all in "| 











Reporter’s Note: Reproduced 
above is sample of card issued by 
Jordan Mills, Inc., Box 200, Colum- 
bus, Georgia. Original was a double 
mailer measuring 51%” x8%” when 
opened. Illustrations were in red. 
It’s good. 


NEW YORK MEANS BUSINESS 


Issued by the Department of Com- 
merce, State of New York, Albany, 
New York. Size 10”x13%”, 48 
pages and covers. Back cover is 
folded over, and opens out to show 
a complete map of New York State. 
Front cover is printed in solid dark 
blue background, with the State of 
New York Seal in full color. Beauti- 
fully illustrated throughout with col- 
or photographs, and maps showing 
business and transportation facili- 
ties. A complete story of New York 
State and published by the Depart- 
ment of Commerce for businessmen 
and created to assist in advancing 
the economic development of the 
State and its people. A great deal 
of work and effort was required to 
secure all the photographs and sta- 
tistical information. Don’t know who 
was responsible for the job, but 
whoever it is deserves sincere con- 
gratulations. 
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North, south, east, midwest, west coast ? 
Mountain areas? Plains sections? 

Near open water or rivers? 

Suburban or downtown? 

Better city residential sections? 

“Over the railroad tracks?” 


(Parenthetically—because this all may seem too far-fetched— 


consider that odd classification “‘over the railroad tracks.” An elec- 


tric company has drawn [and may again draw] excellent paying 
business from this so-called depressed area, by intelligent approach 
to the need of those living there, and the means of letting them 
buy on time. Knowing, as the company did, every home that was 
not wired for electric lighting, they made an offer to wire homes 
in that area at a flat price per outlet payable in small installments 
on the monthly bill, and sent mailings to every home not wired. The 
attraction of electric lighting on such favorable terms pulled in 
enough business to make the total sales pay for the wholesale wiring 
job in this concentrated area. And, thereafter, the sale of kilowatt 
hours for lighting returned a desirable profit. Resulting sales of 
appliances was an additional profit to the Company. It is such use 
of direct advertising—even in “‘over the railroad tracks” areas— 
which demonstrates that direct advertising can be made effective 
if intelligently planned and executed. But every possible considera- 
tion which will have any influence—pro or con—on making success 
likely, must be weighed and considered. ) 


Continuing the things you’ll want to know, we mention par- 
ticularly competitive goods: 


How do our goods rate? 

What are good points of others? 
What are their weak points? 

Have we any exclusive sales points? 
Have we or they a price advantage? 


You may find it important in certain Cases to inquire into such 
things as trade customs, and any other situation or condition likely 
to affect the possible reaction of your prospects. For example, is 
your firm: 

Well known? New? 
Had some unpleasant publicity ? 
Large employers of local labor? 


The listing of things you’ll want to know could go on and on. 
Your own keenness for analysis—your own imagination—must 
guide you. Examples cited above are by no means complete. They 
are noted rather to point the general direction in which you must 
go in searching for full understanding of what your problem in- 
volves. Having set out to turn a prospect’s mind toward buying 
your product, you must have before you every possible scrap of 
information which will help you to do a sound selling job. » 


The fifth lesson to learn is, that you must acquire as complete 
a knowledge as possible of your product, and all the circumstances 
which may become likely influences for or against its acceptance. 
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HOW TO START PREPARING DIRECT ADVERTISING 


Why Will People Be Interested? : 


Now that you have learned all you can about the product, the 
people who are your prospects, and all the other conditions which 
may play a part in making or breaking your effort to arouse interest 
and start your reader on the first step toward becoming a purchaser, 
you still have another highly important point to determine. 

What motive prompts people (that type of people who are 
on your lists) to desire this product? 

Take a concrete example. You have an adding and calculating 
machine to introduce through direct advertising to a list of firms 
which have not been approached before. It has been in successful 
use for some time in other offices. Your machine cuts down con- 
siderably the time of the office people in making many customary 
calculations. You want to receive reply cards, as a result of your 
mailings, permitting the manufacturer’s salesman to call and dem- 
onstrate your machine. 

To what motives—from those listed here—will you appeal, to 
induce your prospects to “send for further information,” in- 
cluding privilege to call and demonstrate? 


Enjoyment Hobby Vanity Romance 
Profit Health Comfort Adventure 
Pride Education Avarice Fear 

Fad Pleasure Leisure Foresight 
Style Love Utility Cupidity 
Economy Greed Reverence Selfishness 


Wouldn’t it be reasonable to suspect that profit, economy and 
utility might be the motives which would prompt request for 
further information ? | 

Suppose to that same list of people—for use in those same offices 
—you were endeavoring to sell some giant electric fans for summer 
cooling purposes. 

Would the same motives apply? Or would you rather select 
enjoyment, health, comfort, for example, with possibly economy 
and utility as probables? 

To those same people, if you were trying to introduce a busi- 
ness-analysis reporting service, the probable motives would include 
profit, education, utility and foresight. 


If you were trying to interest those identical people in a 
world cruise, your motives might shift a bit further. They could 
include enjoyment, health, education and comfort, as in some of 
the former examples; but pleasure, leisure, romance, adventure 
(with a touch of pride and selfishness) could be added. 

So you see different products are purchased through different 
motives—even by the same group of buyers. It is important that 
you determine, as nearly as you can, exactly what motives are likely 
to apply in your particular case. 


From the foregoing, it would appear that it is well to canvass 
your mind pretty thoroughly on the motives which prompt people 
to buy. But don’t be satisfied to let it rest there. If at all possible to 
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LETTERS THAT SELL—AND 
HOw! 


Reporter’s Note: I like the press 
releases issued by the Philadelphia 
Direct Mail Club—immediately fol- 
lowing their meetings at the Belle- 
vue-Stratford Hotel. If their meet- 
ings are as good as the releases, 
let’s have plenty more of them. 
Here’s the latest, without any blue 
pencil. 


You’ve rarely, if ever, seen or 
heard the excitement which mem- 
bers of the Philadelphia Direct Mail 
Club witnessed and rolled along 
with thrusts and parries in the 
form of questions and answers 
when Ed (Wes) Hevner took the 
mound in the second inning of the 
Club’s Letter Clinic at the Bellevue- 
Stratford Hotel. 


Ed, occupant of the circulation 
throne out at Chilton Press way, 
waves goodbye to 1 to 1% million 
letters to automotive men alone. 
And he has to bear down on every 
pitch too—makes sales, get the 
money rolling in, make a profit, 
help build the product—and at the 
same time make sure that he 
doesn’t step out of the box to argue 
with or antagonize his customers. 


Runs: (1) A 12% return letter 
that started with the offer—no 
headline. This is typical Hevner 
hit and run play known as the In- 
verted Approach. 


HITS: (or Hi(n)TS): (1) Keep 
a picture of your reader in front of 
you. Ed actually has a photo of a 
guy (which he brought with him). 
(2) Feed ’em some applesauce but 
not too much. (3) The more ex- 
pensive the letter the worse (for 
him) the results. (4) Two-pages 
pull better than one. (5) Don’t de- 
tail the offer. But do build it up. 
(6) Get FREE up near the front of 
the letter, if you use it at all. (7) 
Actual mailings usually pull a little 
better than test mailings. (8) 
Use the old “pitchman” technique— 
ask for the order, and don’t be 
afraid to ask twice. (9) Uses of 
color, trick papers or types make 
little difference—don’t pay. (10) 
Type of postage has little effect on 
results. (11) Very successful ask- 
ing people to do something (take 
some action) before completing the 


(Continued on Page 8) 





whole proposition. (12) Results fall 
off when simple, compact, to-the- 
point letters are tried. (13) Smart 
Schmoos doesn’t ring the bell. 


ERRORS: (1) Circular showing 
photos of branch salesmen was a 
flop. Probable reason: it com- 
peted with own salesmen, many of 
whom trade knew personally and 
numbered as friends. (2) Circular 
explaining in some detail what was 
to be found in a free book offer also 
hit bottom. Probable reason: it 
told reader too. much—some parts 
of the book he didn’t want. 


It all goes to show—if indeed it 
proves anything—that everybody 
seeking real results with letters, 
must thicken the gravy and put in 
a dash of seasoning here and there 
to suit the tastes of his particular 
audience. Conclusion: As Ed re- 
peatedly pointed out, nobody ever 
finds all the answers. 


LE?T’S NAME NAMES 


Dear Henry: 


Isn’t there something you can do 
about stinking old lists? 


I wouldn’t be surprised if we are 
often offenders ourselves when we 
rent lists but I hope we are not as 
obsolete and out of date in our own 
list as an example that came to my 
- desk this morning. 


Maybe it would do good to name 
names. 


Hooven Business Machines Corpora- 
tion sent a Hooven letter to an organi- 
zation that ceased at this address 
thirteen years ago. The letter is ad- 
dressed to an old customer, which is 
true. But if they had serviced the 
machines in the last thirteen years, 
they would have known that the or- 
ganization had gone out of business. 


It seems to me this is a most damn- 
ing incident and that it would have 
been much better if nothing had been 
said than that an old customer list 
that had never received service should 
be used. 

Anthony R. Gould 
Business Manager 

The United States News 
Washington 7, D. C. 


Reporter’s Note: O.K., Andy, we 
did it. 
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interview people who have bought this article, you may be sur- 
prised to learn that other motives than you suspected are the real 
ones that actually make the sale. 

Elmer Wheeler has written a book, ““Tested Sentences that 
Sell,” which treats extensively on this important fact—that buying 
motives are not always what they seem. One instance alone is all 
we have space to include. 

Mr. Wheeler cites the case of men’s shirts. Analysis of the 


motives which prompted the women to buy these shirts for their 


men folk naturally included style, comfort and economy as impor- 
tant. But actual personal observation of women as they purchased 
developed the one sales feature which really clicked, and clinched 
the sales. It was neither style, comfort nor economy. It was “‘buttons 
that can’t come loose,” “buttons that are anchored on!” 

What was the motive? Was it leisure (no more sewing on of 
buttons) ? Or some may interpret it as selfishness (no bother for 
me), or laziness (no more work than necessary). Whatever the 
name of the motive, the reason for buying was clearly proved— 
and that was the sales talk that did make sales. 

So that brings out another point. In books on advertising you 
will find various listings of motives. No two listings are identical. 
Some listed motives, like pleasure and comfort, seem identical for 
certain problems, though different under other circumstances. Self- 
esteem and selfishness are closely related. So are romance and adven- 
ture, fad and hobby, pride and vanity. But there are shades of differ- 
ence which you will definitely recognize—for the purpose in hand— 
when you have learned what to look for, and why. 

My solution of this problem is not to worry too seriously about 
the names of motives. Search for the true impulse which prompts 
interest in your product. If you learn what that impulse is, what 
you name it is unimportant. 


T he sixth lesson to learn, therefore, is, that you must determine 
the exact reasons which induce people to want your product—to 
be willing to trade their good money for what you have to sell. 


“I TAKE MY PEN IN HAND” 


So far as I know there are no definite rules on how to begin 
the preparation of actual copy and layout. After a quarter of a 


century of doing it, I still vary the process from day to day and 
from job to job. 


But the one invariable ingredient that is essential is to have 
clearly in mind the Basic Idea on which you are focusing your 
effort. (If you have not fully absorbed the conception of what the 
Basic Idea is, reread and rethink that chapter before you go further. ) 
It is assumed that you have also made adequate preparation of your 
mind by following a routine of investigation as outlined in the 
previous chapters. 

As a means toward keeping “‘on the main track,” you will find 
it helpful to make a check list of the important points you will 
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Harris-Seybold (Har-is Si’-bold )n. [Cleveland, 
Harris; Dayton, Seybold]. Abbreviated form of 
the corporate name, Harris-Seybold-Potter 
Company, manufacturer of printing presses for 
fifty years, offset, typographic and gravure; 
power paper cutters and trimmers for sixty 
years. The company also manufactures paper, 
metal and wood stitching machines, and mul- 
tiple spindle paper drills. [ts lithographic offset 
presses range from one-color 17 x 22” to four- 
color 50 x 69”. | 

Harris-Seybold now has fourteen authorized 
factory service offices throughout the United 
States and Canada, manned by factory-trained 
personnel. A complete stock of replacement 
parts is maintained at New York, Chicago, 
Atlanta and Toronto, as well as at the factories. 
Harris-Seybold-Potter Company, General Sales 
Offices, Cleveland 5, Ohio. 


HARRIS +*SEYBOLD 


HARRIS PRESSES...SEYBOLD CUTTERS...RELATED MACHINES, EQUIPMENT AND SUPPLIES 
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DIRECT MAIL IN THE THEATRE 
Showmen’s Trade Review carries 


an interesting feature on Direct 
Mail . . . 8th in a series of Analysis 
of Advertising Media for the 
Theatre. Much of the article is on 
the technical side of creation and 
production ... but here are a few 
highlights of general interest. 


You’ve often heard the saying that 
something or other is as certain as 
death and taxes. Well, here is an- 
other certainty that is just as certain: 
Direct Mail advertising is only as 
good as your mailing list irrespective 
of the attractiveness of the piece of 
advertising. Direct Mail advertising 
is a powerful media for show selling 
but it is a highly specialized field in 
which psychology plays no small role. 
Good copy for this type advertising 
requires a maximum imaginative 
quality, copy which will sufficiently 
intrigue the person receiving it to 
read it at least once before consigning 
it to the waste basket. Of course the 
ideal result to which all Direct Mail 
advertising creators aspire is to design 
or conceive a mailing piece which will 
be kept for re-reading, be kept in a 
place where it can be most frequently 
seen as a constant reminder and at 


a cost consistent with potential re- 
turns. 


From the standpoint of tne theatre, 
Direct Mail is in many cases the prin- 
cipal media for advertising. This 
applies in particular to smaller 
theatres which are unable to afford 
high. newspaper lineage rates which 
limit them to directory advertising. 
Many theatres buy the stock heralds 
produced by film companies and im- 
print them with playdate copy, added 
attractions or second feature copy for 
distribution either door to door by 
hand or through the mail. Large thea- 
tres frequently implement their regu- 
lar advertising program with a large 
mailing of heralds. Through the use 
of the offset process of printing, 
thousands of theatres prepare most 
attractive programs covering a week’s 
attractions. 


The one great advantage that 
accrues to the wise user of Direct 
Mail is the selectivity of the media. 
By that we mean that the advertiser 
is placed in the position of being able 
to slant his copy with specific appeal 
to the group he is interested in 
reaching and then is able to reach 
that group exclusively by carefully 
selecting his mailing list. A well 
organized Direct Mail campaign can, 
after smacking away at the same 
people with different approaches for 
a while, eventually ferret out a weak 
spot and get the desired result. One 
final tip: in using your own mailing 
list, always use the “Return Postage 
Guaranteed” imprint on the envelope 
or card, as the returns will help you 
Keep your list free of “dead wood,” 
and the slight cost involved will be 
saved in future mailings. 
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have to keep in mind. Your check list might have such scattered 
items on it as: 


low incc:ne group 
small payments on monthly bill 
flat rate of $5 per outlet 
standard drop-cord outlet (illustrated) 
special fixtures extra 
time limit—July 15th 
return card enclosed—don’t forget telephone numbers, also 
6000 on list 
enclosed in 63/4, envelopes 
2 colors 
minimum electric bill is $1 a month 
children’s eyes—old people’s eyes 
bright, cheerful home 
appliances—irons—toasters—heaters—fans 
comfort—health—enjoyment—utility—pride 
owe it to your family 
With such a reminder before you, you begin by doing nothing 
more drastic than loafing back in your chair and gazing at the 


ceiling. From then on anything may happen. 


For my students at the Price School I once prepared this list- 
ing of the ways, it seems to me, I most frequently attack this prob- 
lem of getting to work: 


The “blank sheet of paper’ method which, after all, is the way 
I try to start in almost all cases. Pencil in hand, poised for action, 
with an open mind to look, and wait and think—to let come out 
what will. This often naturally develops into 


A “try out” plan—on either copy or layout. In this phase of 
trying to get some idea started, I write any pertinent copy that 
occurs to me (regardless of at what stage in the final copy it may 
actually appear). Or I may fool around with rough layout ideas— 
anything that may occur to me which might help to advance the 
presentation of what I hope to impart to the reader to arouse his 
interest in what I am offering. Dozens of such vagrant scribbles— 
both in copy and in layout—may be wasted before the right one 
appears. Sometimes, nothing seems to appear. At such a time I 
may try 

The “key points” approach. This is simply a writing down, in 
one form or another of some heading or initial caption regarding 
the key points which I have already determined as the reasons why 
prospects will buy. Sad copy doesn’t bother me; I keep on trying. 
Finally it may happen that a poor line is father to a better one. 

The “illustration” start explains itself. If you are going to use 
a photograph, already in hand, you can tacke the job by concen- 
trating on that photograph. The same applies if it is a drawing you 
have in hand. Or maybe you will have to originate an illustration 
to make clear your story—and aiming to solve that problem first 
may lead to your getting started. 

The “catch line” method is much like the key points approach. 
It’s a try and try again effort—with hope of developing those few 
terse, elusive words in a combination that will catch the reader’s 
attention and assure further interest in what you have to say. 


THE REPORTER 
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WHAT ABOUT DIRECT MAIL FOR 
PAINTING CONTRACTORS? 


In an address by Geo. Boardman 
Perry, Editor, American Painter and 
Decorator, St. Louis, before the An- 
nual Conference of Missouri State 
Council, Painting and Decorating 
Contractors of America, at Kansas 
City, August 24, 1945... the follow- 
ing very pertinent remarks were 
made: 


What are those forms of selling? 
Let us enumerate them. 


There’s newspaper advertising — 
individual and co-operative. 


Direct mail advertising—booklets, 
leaflets, sales letters, and post cards. 


Telephone directory advertising— 
individual or by chapters. 


Spot broadcasting by chapters. 


Signs—on your places of business, 
on your trucks, job signs, wet paint 
signs. 


And, last but by no means least— 
in fact more important than all the 
rest—personal selling. 


Which of these forms of selling 
are best suited to your business? 
Let’s discuss them and See. 


Newspaper advertising is very 
effective for some purposes. It 
reaches more people, more quickly 
and at lower cost per person reached, 
than any other form of advertising 
you could use, with one exception— 
telephone directory advertising. 
Newspaper advertising lends itself 
admirably to the co-operative type 
of advertising by chapters or by 
chapters and associate members. 


Its two disadvantages are the 
short life of the advertisement — 
usually one day or less—and the 
non-selectivity of the audience. 


If a contractor specializes in high 
class residential work and desires 
to select the people for whom he 
wishes to work, newspaper adver- 
tising obviously is not the medium 
to use. Direct mail advertising is 
indicated. 


Direct mail advertising, which 
consists of sales letters, post cards, 
booklets, leaflets, etc., can be as 
selective as you wish to make it. 
You simply decide whose business 
you would like to get, and mail your 
letters or literature to those people, 
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| The “reference file” method presupposes that you have kept a 
file of material on the product or service on which you are work- 
ing, a practice which I strongly recommend. If you have such a file 
available, of what others have done in similar cases, you will fre- 
quently find that perusal of such matter will give you the spark 
you need. And you need not slavishly copy some other person’s 
efforts. In fact, time and again you may get your start by observing 
that another hasn’t hit just the correct approach. 


When all methods fail—as they often will—I recommend, and 


use myself 


The “subconscious” way. This means merely to chuck the 
whole thing out of your conscious mind. If you have done honest 
investigation and given intelligent consideration to all the facts 
and circumstances surrounding your problem, and still can’t get 
started, “sleep on it,” as the old saying is. When you tackle the job 
tomorrow, you'll be amazed, oftentimes, at the clearer picture you 
now have of your problem. Of course, this doesn’t always work. 
But it does work often enough to be highly recommended, when 
all other approaches have failed. In fact, in some cases, I have pur- 
posely put the subconscious to work before even bothering to make 
the conscious start in the various ways described. 


(To Be Continued Next Month) 








making it a point to follow up the 
advertising with personal calls 
within a reasonable length of time 
after your mailings have been com- 
pleted. 


I used this type of advertising 
(which is really printed or type- 
written salesmanship) extensively 
when I was a painting and decorat- 
ing contractor in the East. I found 
it exceptionally effective. 


Forty per cent of the new business 
that came into my shop was trace- 
able to telephone directory advertis- 
ing. The other sixty per cent was 
due to the use of direct mail and 
to personal salesmanship. 


If I were an active painting con- 
tractor today, I would also make 
some personal merchandising plans 
of my own. I would work up several 
good sales letters, post cards and 





blotters and obtain a supply of book- 
lets from manufacturers. I would 
build up a good mailing list of the 
better property owners in town and 
I’d see that these people received 
mailings at least once a month. I'd 
resolve to call on the people to whom 
the mailings were sent—at least 
once in six months. I'd play up 
color and my ability to use it 
effectively. I’d back it with all the 
enthusiasm I could muster. 


And, gentlemen, believe it or not, if 
YOU would do that, you would keep 
your shops busy twelve months in 
the year! 


There’s nothing miraculous nor 
mysterious about selling. Selling 
requires nothing more than the exer- 
cise of good old common sense. 


Reporter’s Note: To all of which 
we say “Amen.” 


THE REPORTER 









Announcing... 





It’s a Secret 








by HENRY HOKE 


Author of Black Mail 
Editor of The Reporter 


It’s a Secret is a new kind of book. It’s an exposé; 
it is a plea for action; it is a personal adventure story. 
But most important of all it offers a solution to the 
dilemma it unfolds. 


There have been many exposés of anti-democratic activi- 
ties in our country, but this is the first to offer a com- 
prehensive program for combating them. There have 
been many pleas for action, but this is the first to tell 
how, where, and when the action can be taken. There 
are many personal adventure stories with a moral, but 
this is the first to show how America can translate that 
moral into activities and laws which will help to insure 
our democracy. 


It’s a Secret surveys a real problem, involving Congress- 
men as well as crackpots, rich industrialists as well as 
penniless pamphleteers. It has to do with an America 
which is “muddling through” because its machinery for 
handling anti-democratic activity is inadequate and 
because those who don’t want the machinery oiled are 
blanketing Capitol Hill with thick layers of secrecy. 


If this book helps ever so slightly to show Americans 
the problems we face and just how those problems can 
be solved, then the work of the author and his assistants 
will be amply worthwhile. 


—from a statement by Anne Simmons, 
Editor of the Propaganda Battlefront 


x *k * 


Forty hard-boiled critics were given advance galleys of 
It’s a Secret. All were unanimous in declaring, “The 
best book yet on the subject.” Typical of many state- 
ments is the following: 


“Henry Hoke made a name for himself as an in- 
vestigator and writer of contemporary real-life 
mystery in his first book, Black Mail. He adds luster 
to his name as a fact-finder and as a writer in 
It’s a Secret! This book appears to be another best 
seller, not so much to add to Mr. Hoke’s prestige 
as to give you and me the information we must 
have to combat the forces of disruption that besiege 
us every day of our lives.” 

—U. S. Senator Harley M. Kilgore (W. Va.) 
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An Advance Tip 
to readers and friends 


of The Reporter 


We all remember the hectic days 
preceding and following the ap- 
pearance of Black Mail. Re- 
peated turn-downs by publish- 
ers; efforts to suppress publica- 
tion; then not enough books; 
refusal by wholesalers and news- 
stand services to distribute; frantic wires and ’phone 
calls urging us to get publisher to ship quickly. We 
couldn’t come near supplying individual requests. 


Henry Hoke’s new book, It’s a Secret, may make more 
of a sensation than Black Mail. We are trying to be 
better prepared to fill orders for autographed copies. 
Publisher will soon announce December date books 
appear in stores, but, if you use the form below, we'll 
order your copy now. You'll get it—autographed— 
before the official release date. 


M. L. Strutzenberg, 
Reporter Business Manager. 





Enclose in your envelope 
and mail to: Date 


The Reporter, Room 1517 
17 East 42nd Street 
New York 17, N. Y. 





Please send me a first-edition, pre-publication-date copy of 
Henry Hoke’s new exposé 


[t°’s a Secret 


Have my copy autographed. Attached is check for $2.50. 


(Standard book format, cloth bound, 
stiff covers. Only size available) 


NAME 
pyease ¢ ADDRESS 
CITY 














(Zone) (State) 
(Make check payable to HENRY HOKE or THE REPORTER) 
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Plan to Promote Zoning Compliance 





Here Are the 124 Cities 
Having Postal Zone Numbers 


Note: This list is alphabetical by state, then alpha- 


betical by city. 


Birmingham, Ala. 
Mobile, Ala. 
Montgomery, Ala. 
Berkeley, Calif. 
Fresno, Calif. 
Glendale, Calif. 
Long Beach, Calif. 
Los Angeles, Calif. 
Oakland, Calif. 
Pasadena, Calif. 
Sacramento, Calif. 


San Diego, Calif. 


San Francisco, Calif. 


San Jose, Calif. 
Stockton, Calif. 
Denver, Colo. 
Bridgeport, Conn. 
Hartford, Conn. 
New Haven, Conn. 
Waterbury, Conn. 
Wilmington, Del. 
Washington, D. C. 
Jacksonville, Fla. 
Miami, Fla. 

St. Petersburg, Fla. 
Tampa, Fla. 
Atlanta, Ga. 
Honolulu, T. H. 
Chicago, Ill. 


Des Moines, Iowa 
Sioux City, Iowa 
Kansas City, Kans. 
Wichita, Kans. 
Lexington, Ky. 
Louisville, Ky. 
Alexandria, La. 
Baton Rouge, La. 
New Orleans, La. 
Shreveport, La. 
Portland, Maine 
Baltimore, Md. 
Boston, Mass. 
Brockton, Mass. 
Springfield, Mass. 
Worcester, Mass. 
Detroit, Mich. 
Flint, Mich. 
Grand Rapids, Mich. 
Kalamazoo, Mich. 
Lansing, Mich. 
Pontiac, Mich. 
Duluth, Minn. 
Minneapolis, Minn. 
Saint Paul, Minn. 
Jackson, Miss. 
Kansas City, Mo. 
Saint Joseph, Mo. 
Saint Louis, Mo. 





Lincoln, Nebr. 
Omaha, Nebr. 
Elizabeth, N. J. 
Jersey City, N. J. 


Decatur, Ill. 
Peoria, Ii. 
Evansville, Ind. 
Fort Wayne, Ind. 


Indianapolis, Ind. Newark, N. J. 
South Bend, Ind. Paterson, N. J. 
List continued on back page 


List of the 124 cities (Continued) 


Trenton, N. J. 
Albany, N. Y. 
Brooklyn, N. Y. 
Buffalo, N. Y. 

* Jamaica, N. Y. 


Long Island City, N. Y. 


New York, N. Y. 
Rochester, N. Y. 
Schenectady, N. Y. 
Staten Island, N. Y. 
Syracuse, N. Y. 
Utica, N.Y. ~ 
Yonkers, N. Y. 
Charlotte, N. C. 


Winston-Salem, N. C. 


Akron, Ohio 
Canton, Ohio 
Cincinnati, Ohio 
Cleveland, Ohio 
Columbus, Ohio 
Dayton, Ohio 
Toledo, Ohio 
Youngstown, Ohio 


Oklahoma City, Okla. 


Tulsa, Okla. 
Portland, Oreg. 
Philadelphia, Pa. 
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Pittsburgh, Pa. 
Scranton, Pa. 
Williamsport, Pa. 
San Juan, P. R. 
Providence, R. I. 
Charleston, S. C. 
Columbia, S. C. 
Chattanooga, Tenn. 
Knoxville, Tenn. 
Memphis, Tenn. 
Nashville, Tenn. 
Austin, Tex. 
Dallas, Tex. 

Fort Worth, Tex. 
Houston, Tex. 
San Antonio, Tex. 
Salt Lake City, Utah 
Norfolk, Va. 
Richmond, Va. 
Roanoke, Va. 
Seattle, Wash. 
Spokane, Wash. 
Tacoma, Wash. 
Charleston, W. Va. 


Huntington, W. Va. 


Madison, Wis. 
Milwaukee, Wis. 
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THE POSTAL ZONE 
SYSTEM 


How and why it was started 


How it speeds 


magazine deliveries 


How publishers aid the 
Post Office Department 


Why subscription producers 
should cooperate 


What subscription producers can do 


List of the 124 zoned cities 





McCALL CORPORATION, Publisher 
McCall’s * Redbook * Blue Book 
McCall Street, Dayton 1, Ohio 











How and why the Postal Zone System 
was started . 


During our first eighteen months of war, the Post 
Office Department lost to the Arined Forces many 
thousands of experienced postal clerks. This drain 
on skilled personnel was felt most acutely in the 
larger cities where expert sorting of mail by postal 
“stations” was essential. Presently the Post Office 
Department found itself with neither enough experi- 
enced sorters to handle the work, nor time and super- 
visors necessary to train replacements. 


The critical situation was solved by adoption on 
July 1, 1943 of the present Postal Zone System effec- 
tive in the 124 large cities listed in this leaflet. Each 
of those cities was divided into postal districts or 
zones, to every one of which was assigned a specific 
number. By this means, intimate knowledge of a 
city’s streets and principal buildings was eliminated 
as a prerequisite to efficient sorting. The major part 
of all classes of mail could now be sorted successfully 
even by inexperienced employees. 

The new system looked promising. Publishers and 
other business firms as well as civic organizations 
grasped its possibilities and were quick to cooperate 
with the Post Office Department in publicizing it. 
Today the Postal Zone System has so thoroughly dem- 
onstrated its efficiency that it is no longer regarded 
as a wartime measure. The Post Office Department 
recently announced that the use of the Postal Zone 
System will be continued permanently. 


How it speeds magazine deliveries 


There is one simple requisite—magazines addressed to 
subscribers living in the 124 cities of the Postal Zone 
System should bear the proper zone numbers. 


Magazines so zoned are assured quicker handling at 
local post offices because they are sorted first. Maga- 
_zines not zoned have to be put aside for more experi- 
enced clerks to sort later. It follows then that the 
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delivery of un-zoned magazines cannot fail to be 
delayed. And since the inevitable consequence of 
delayed deliveries is expense—in time and labor as well 
as money—it is evident that zoning of magazine ad- 
dresses is advantageous alike to publisher and sub- 
scription producer. Both have a direct financial incen- 
tive to promote the proper use of the System. 


How publishers aid 
the Post Office Department 


Under an arrangement with the Post Office Depart- 
ment, every publisher has the privilege of sending 
galley proofs of his subscription lists to the Post- 
masters of the 124 zoned cities. Thereupon each 
Postmaster will add the proper zone number to each 
address and return the list to the publisher who can 
then correct his stencils to correspond. 


Many publishers took advantage of that opportunity 
at the time the Postal Zone System was started, two 
vears ago. And, although the process often entailed 
months of hard work by Post Office Department and 
the publisher's employees, in each instance all stencils 
of current subscribers in the 124 zoned cities were 
brought up to date by inclusioneof zone numbers. 
Since then, other publishers have followed the same 
cooperative procedure. 

Publishers have also assisted by publicizing the Postal 
Zone System in printed matter sent to subscribers and 
subscription producers. This publicity has brought re- 
sults and undoubtedly will be continued now that it 
is recognized that the system is here to stay. Today 
the Post Office Department considers the zone number 
on mail for zoned cities as important to the address as 
the city and state—an attitude that might well be 
adopted by every publisher. 


Why subscription producers 
should cooperate 
It should be obvious that not all of the duty of sup- 


porting the Postal Zone System rests on the publisher. 
Local agents, subscription agencies, field selling or- 
ganizations and similar subscription sources share the 
responsibility. Many of these subscription producers 
have cooperated splendidly from the start and it is 
expected that others will now join them. 


New and renewal subscriptions from producers in the 
124 zoned cities arrive daily at publishers’ offices. And 
since many of the addresses still lack zone numbers, 
it is manifest that the publishers’ lists of current sub- 
scribers can no longer be as accurate in that respect as 
they were when originally checked with the Post Of- 
fice Department some time ago. 

More important to their producers, however, is the 
fact that each un-zoned subscription is certain to en- 
tail not one but a whole succession of delayed deliv- 
eries. Thus every unzoned subscription now repre- 
sgnts a potential complaint! 


Pime spent m handling complaints is unproductive 
time which yields no return for very real effort. By 
avoiding potential complaints through furnishing zone 
numbers, the subscription producer retains the good- 
will of the subscriber and also ensures for himself more 
time for active selling. 


What subscription producers 
can do to help 


Three simple steps are recommended. Subscription 

producers in or near a zoned city should: 

1] Obtain from the Postmaster a Postal Zone Chart 
for that city. (Available on request in the 124 
zoned cities. ) 

2] At the time each order is obtained be sure that 

the subscriber or donor is asked for the Postal Zone 

Number that pertains to the recipient’s address. 

Establish a routine inspection of all subscription 

orders before they are mailed to the publisher. 

Addresses lacking zone numbers can be corrected 

quickly by consulting the Chart. Allow no order 

which does not include the proper Zone Number 
in the address, to leave the premises. 
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See Note, Opposite Page ——» 











< See Illustrations 


Congratulations to the McCall 
Corporation (Publishers) for doing 
a bang up, unselfish job for the 
Post Office and for all mailing in- 
terests. Rather than use up a lot 
of type and space in describing the 
effort, we will reproduce both sides 
of the 10”x6%” newsprint sheet 
which folds into a three wing 
3'44"x6%” envelope enclosure. Even 
though reduced, you can read the 
message. McCall’s created and 
produced this enclosure for sub- 
scription producers—and made re- 
prints available at cost to other 
publishers and agencies. It’s high 
time that such action is taken... 
to make the zoning system work. 
If any Direct Mail Agencies are 
interested in joining the campaign 
and can use the enclosures here re- 
produced, we suggest that you get 
in touch with Mr. F. N. Merriam 
Jr., McCall Corporation, 230 Park 
Avenue, New York City 17, N. Y. 


Two other _ suggestions for 
furthering campaign are hereby 
advanced: 


(1) All publishers should insist that 
advertisers include their zone 
number in space—particularly 
in “coupon” ads. 
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All Direct Mail users should in- 
clude space on reply forms or 
cards for responder to fill in 
zone number (if any). Too many 
mailers have forgotten that. 


_| POSTWAR EMPLOYMENT AND 
THE REMOVAL OF WARTIME 
CONTROLS. A report by The Re- 
search Committee of the Committee 
for Economic Development, 285 
Madison Avenue, New York 17, N. Y. 
Size 8%” x11”, 32 pages and covers 
in dark green stock. Presents the 
views and recommendations of the 
C.E.D. Research Committee of busi- 
nessmen on this very vital subject. 
It was prepared with particular ref- 
erence to the problems of reaching 
high civilian employment quickly and 
soundly when the need comes, and 
views the demobilization of wartime 
controls primarily in that light. If 
you are interested, you can secure 
a copy from your local C.E.D. Chair- 
man, or by writing direct to the 
national office at the address given 
above. 
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RIGHT! AND HERE'S A 
BOOK THAT WILL SHOW US 
JUST HOW TO DO IT 


ARE YOU PROUD of your pres- 
ent letterhead? Is it the up-to- 
date representative of your busi- 
ness that it should be? 
sive? 


Impres- 
Confidence-inspiring ? 
Maybe it’s time to consider a 
new design. “Your Next Let- 
terhead,” Hammermill’s newest 
management idea book, will help 
you decide. It contains the five 
essentials of good letterhead de- 
sign; 26 examples of good ar- 
rangement; suggestions on the 
use of type, color, the size, selec- 
tion of paper and envelopes. Send 
coupon. No salesman will call. 


Is it time to modernize 
your letterhead?.. 








Send for this free book 








NEXT TIME WE ORDER 
LETTERHEADS, LET'S BRING 


THEM UP-TO-DATE 


See 
Dias ON 


©® And remember that even the best-designed 
letterhead will fail to do its job if it is printed 
on inferior paper. To be safe — ask for 
Hammermill Bond. 


FINISH THE JOB... WITH 
VICTORY BONDS 













ammermill Paper Company 
1621 East Lake Road, Erie, Pa. 


Please send me € 
“Your Next Letterhead. 


Name TT 
ROMA- 
Position write on, your business letterhead.) 


(Please attach to, OF 


— free — a COpy of 
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POST OFFICE 


Our remarks about care in ad- 
dressing all your mail, in last 
month’s column, brought in several 
comments and many good sugges- 
tions. The very best idea came from 
the Members’ Service Bulletin of the 
National Council on Business Mail. 
If you follow the advice listed be- 
low you’ll save many a headache... 
not to mention many a dollar that 
might otherwise be wasted. 


“The strict adherence to these few 
common sense instructions would elim- 
inate the need of all Dead Letter 
Offices and Directory Services in our 
Post Offices and would prevent most 
of the annoying as well as costly 
delays which you may have experi- 
enced: 


1. Have your complete return address 
on every letter, circular, or parcel 
you mail. 


2. Be certain that address of the 
intended recipient is complete, in- 
cluding street and number, city 
and state; also Delivery Unit num- 
ber if addressed to a large city. 


3. Don’t abbreviate city or street 
names. If you do abbreviate names 
of states, use the official abbrevia- 
tions shown in the United States 
Official Postal Guide. 


4. Be positive that postage is fully 
prepaid. 


5. Submit “dummies” to the Post Of- 
fice when planning any new or un- 
usual sales efforts. The assistance 
you receive from your Post Office 
will save you money. 


6. Ascertain, before hiring, that the 
new mail room employee has a 
thorough knowledge of proper 
methods of preparing and address- 
ing mail matter. 


7.. Make periodical checks to deter- 
mine that proper mailing instruc- 
tions are being followed. 


Every article you mail is important 
or you would not mail it. It has a 
time value and is a definite part of 
your business. Don’t hamper its 
transmission or delay its delivery by 
carelessness.” 


a a 


You may remember that several 
months back we took issue with the 
Chicago Tribune about an editorial 
they ran on Subsidies for Second 
Class Mail. _They ran another on 
the same subject recently 
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by EDWARD N. MAYER, Jr. 


and this time we agree with most 
of what they say. We think their 
remarks questioning the accuracy 
of the Cost Ascertainment System 
as set up by Mr. C. A. Heiss and 
on which all rate readjustments are 
to be based, make good sense. Wish 
they’d added something about the 
Heiss idea of basing rates exclu- 
sively on “Cost.” We still think that 
idea is unsound... and hope the Han- 
negan Postal Administration will do 
something tangible about it. But 
. . . here’s what the Tribune has to 
Say: 


“The Post Office Department re- 
cently published a comprehensive re- 
port on what it terms its cost ascer- 
tainment system. By the Depart- 
ment’s own figures, obtained through 
application of this system, the govern- 
ment, in the year ending March 31, 
1944, made a profit of 155 million dol- 
lars on its first class (letter) mail, but 
lost 98 millions handling second class 
mail, which consists of newspapers, 
magazines, and other publications. It 
has been the contention of The Trib- 
une for many years that the newspa- 
per publisher, or any other publisher, 
has no right to a subsidy at public ex- 
pense in the distribution of his product. 
If such a subsidy exists as the Post 
Office report asserts, it should be 
wiped out by increasing second class 
postal rates. In principle, the observa- 
tions on this point by C. A. Heiss, the 
special consultant of the Department 
who prepared the report, are unex- 
ceptionable. 


The only question to be settled is 
the accuracy of the Department’s fig- 
ures. Mr. Heiss contends, in his re- 
port, that because of its far-flung op- 
erations, the great volume of mail 
handled, and the necessity of speed- 
ing that mail to its destinations, it is 
impossible for the Department to in- 
stitute a cost accounting system such 
as is used so extensively in private 
business. 


Cost assignment is a substitute for 
cost accounting, based on sampling 
of the mail handled at a selected list 
of Post Offices and the application 
of postal costs to these supposed av- 
erage situations. Cost accounting in 
itself is by no means the exact science 
that many laymen suppose it to be. 
Cost ascertainment, obviously, intro- 
duces still more variables, which may 
distort the final answer. 


Accordingly, accounting representa- 
tives of publishers may establish be- 


,,tions. 
peor on this important program 


fore Congress substantial objections 
to the supposed second class deficit, 
and to the methods used in arriving 
at the figure. That does not change 
the fundamental fact that publishers 
are not entitled to a free ride in the 
mail cars, and should not ask for it. 
Speaking for ourselves, we don’t want 


x * * 


The Official Postal Guide ... due 
to be completed by July, will be 
ready for distribution about De- 
cember ist, which in these days of 
late printing deliveries, isn’t half 
bad. Nor is it any too good... 
for the material in the Guide was 
compiled on last spring’s material 

. and by the time the book is 
available to the public ... it will 
be almost a year old. Word of cau- 
tion: be careful how you use the 
lists of P.O.s and the number of box- 
holders in various P.O.s. What with 
the end of the war you'll probably 
find the new lists very little more 
accurate than the ones in the 1943 
issue. 

x * * 


We’ve found that there’s only one 
sure way to be accurate in “box- 
holder” mailings. Instead of taking 
the figures out of the Postal Guide 
we’ve used a double post-card. Sent 
one to every postmaster on the list 
of towns we wanted to cover. The 
card explains that a mailing is go- 
ing to be made and when it’s going 
to be made... after asking for the 
postmaster’s cooperation it asks also 
that he fill in and return the at- 
tached card. The reply card asks 
for an accurate count of the num- 
ber of box-holders in his particular 
office. We've never failed to get 
better than 95% replies. We’ve also 
found that it pays in quick, efficient 
delivery to write a letter of thanks 
after the card has been returned. 


x * * 


Two more reports from the P.O. 
Suggestion Program. Note care- 
fully the answers to the sugges- 
Too bad that the men who 


aren’t allowed to sit in with the Cost 
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Experts when they calmly decide 
to change rates based entirely on so- 
called costs. 


“1622—Hyman Golden, Clerk, New 
York, N. Y. (Collection of a fee for 
service required in readdressing and 
forwarding of mail)—While there is 
precedent for the collection of extra 
charges for extra services, it also has 
always been an accepted duty of the 
postal service to effect delivery to 
domestic addresses of ail letter mails 
even when one or more changes are 
involved. A departure from this policy 
could result in a loss of business and 
good will. The collection of postage 
due on mail matter requires additional 
operations and the frequent use of 
notices involving delays in placing 
such matter in the hands of addressees. 


1676—A. G. Sanders, Clerk, Miami, 
Florida (Organization of a committee 
of experienced distributors to study 
the advisability of standardizing the 
preparation of second and third class 
matter and window envelopes)—Color 
of the envelopes, manner of address- 
ing third class, and window envelopes 
are standardized sufficiently to permit 
efficient handling in the mails. Further 
standardization is desired in the prep- 
aration of second class matter. It is 
not advisable to carry such stand- 
ardization to the point of eliminating 
the use of initiative and creative ideas 
in the production of advertising mat- 
ter as when more successful results 
are obtained more business is given 
the postal service.” 


. & 2 


Maybe we shouldn’t take all the 
credit (remember what we said 
about the Army stamp) .. . but 
both the Navy and the Coast Guard 
are being honored with specially de- 
signed 3c stamps in the Armed 
Forces Series. The Navy stamp, 
portraying an informal group of sea- 
men in summer uniform, went on 
sale (fittingly enough) on October 
27th, Navy Day, at Annapolis. The 
Coast Guard stamp pictures two 
landing craft proceeding from a sup- 
ply ship in the background and will 
be placed on sale on November 10th 
at the New York Post Office. 


x * * 


Ever stop to think that every time 
any government agency wants to 
get a message to the public they get 
permission to hang posters in the 
forty odd thousand Post Offices 
throughout the country? Many a 
wartime program (from the sale 
of war bonds to the recruitment of 
cadet nurses) owes part of its suc- 
cess to the cooperation of the P.O. 
The latest problem that the P.O. 
is helping to solve is for the Bureau 
of Internal Revenue. This time 
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envelope, 
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flap 
same 
time 


@ ...which, in one word less than 
ten, tells of the main functions of a Postage Meter... 
but omits mention of the convenience of always 
having any value ot postage tor any kind of mail, 

the protection of postage in the meter, the ease and 

speed of mailing by this modern method, the faster 
dispatch of Metered Mail...Pitney-Bowes is now 
making postage meters again. Ask our nearest office 
tor details, or write tor an illustrated booklet... 


PITNEY-Bowes Postage Meter 


Prrney-Bowss, Inc., 2091 Pacific St., Stamford, Conn. 
Originators of Metered Mail, largest makers of postage meters 
Offices in principal cities. In Canada: Canadian Postage Meters, Ltd. 








they’re trying to get all of the fire- 
arms brought (or mailed) into the 
country by members of the armed 
services, properly registered. 


x * * 


With the return of peace a lot of 
smart racketeers are coming out of 
the walls again. Recent Postal Bul- 
letins have contained more Fraud 
Orders than we’ve seen in a long 
while. The Fraud statutes are pretty 
tough .. . as are the lottery laws. 
If you’re planning any sales con- 
tests or fancy slogan contests it will 
pay to be safe rather than sorry. 
Check your plans with the P.O. be- 
fore you go ahead ... you may be 
running an absolutely honest deal 
... but be legally liable because of 
P.O. rules and regulations. On the 
other hand if you stumble into some- 
thing that looks suspicious report 
it to the Postal Inspection Service 
immediately. The more “rats” we 


New York City. 
Gentlemen: 


-Your Sunshine 
delicious! 


(signed) 


can keep out of the mails .. . the 
more profitable it will be for honest Shimon: 
business. 


KIND WORDS 


Here’s a report on the result of 
kind words. Louis Shimon wrote 
and mailed the following unneces- 
sary, but friendly, letter: 


Loose-Wiles Biscuit Co. 


Cheez-it cracker is 


I keep a box in the office and an- 
other one in my room at the hotel. 


Only thing is, when I’m typewriting 
evenings, they go too darn fast. 


I recommend them highly ... 


Thought you’d like to know. 


Whitewater Cold Storage, 
Whitewater, Wisconsin. 


The result reported by Louis 


| |] HERE’S A NEW TWIST to the 
convention-by-mail idea. Some smart 
publicity man of the Electronic Cor- 
poration of America worked it out 
to introduce a new line of six radio 
sets. . 


Manufacturers in the past have 
been accustomed to staging a press 
party to introduce new models. Re- 
porters are invited to visit an ex- 
hibition room where they not only 
see the new models but are served 
with food and drinks .. . and some- 
times speeches. 


The Electronic Corporation has 
just sent out a kit to the editors of 
all magazines in the appropriate 
fields. The kit contains a series of 
press releases, photographs of the 


In a spirit of friendliness, models, three drinks individually 
bottled, glasses, peanuts and pret- 
L. C. Shimon, Megr., zels. The accompanying letter ex- 


plained that “it’s conceivable that 
the press might be getting tired of 
standing around... making admir- 
ing exclamations at exhibitions.” So 
this new kit calls a halt to such 


“Just because I said a few kind affairs. 


Reporter’s Note: To that last 
sentence we add a_ vociferous 
“amen.” 


words about a good product... . they 
sent me a half dozen boxes of Cheez-it. 


Was I surprised!” 


Congratulations to those respon- 
sible for a very clever public reia- 
tions stunt. 











Here is a paper to satisfy 





the experts —.in color, in 











texture, in printing surface. 


CUS UA 
Sou Plar sper 


Suitable for offset, gravure, 
or letterpress reproduction, 
Ecusta paper has quality, 
dignity and distinction. 


ECUSTA PAPER CORPORATION 
PISGAH FOREST - NORTH CAROLINA 


Fine Flax Air Mail... Fine Flax Writing .. . Bible Papers 
Thin Paper Specialties 


Special Makeready Tissue 
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DO 
JI} IT 
NOW 


If you are not a regular reader of THE REPORTER ... 
obey that impulse and put through your subscription now. 
If you like that Beginners Course by Harrie Bell, we still 
have copies available of the last issue, containing the first 
installment, and can start your subscription with that number. 


If you are a subscriber . . . how about showing this copy to 
a friend? Returning servicemen seem to be especially inter- 
ested in the possibilities in the Direct Mail field. 


Subscription — $3.00. Special Two-Year Rate $5.00 


THE REPORTER 
17 East 42nd Street, New York 17, N. Y. 
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FROM THE HOUSE MAGAZINES 


To merchandise its advertising 
campaign to dealers, Dennison’s 
sent a 32-page booklet which in- 
cluded reprints of its Handy Helper 
Jingle Quiz ads. The booklet was 
mailed with this personalized letter: 


Mr. John Johnson, 
Cleveland, Ohio. 


Dear Mr. Johnson: 


No doubt you remember the 
little stories about the man who 
hid his light under a bushel and 
the boy who did all his shouting 
down a well. Seems neither one 
of these characters ever amounted 
to much. 


Now, with Mr. Handy Helper 
it’s different. He’s out there selling 
his (and your) wares month in 
and month out. We put him up to 
it and we’re determined not to let 
him stop, because this continuing 
personal appearance and this con- 
stant repetition of his message is 
bound to reflect on the future sales 
of the Dennison Goods you stock. 


We admit, of course, that you'll 
never find a line forming to the 
right of your entrance to buy 
Shipping Tags on the inorning 
after the “Saturday Evening Post” 
carries Jingle Quiz No. 5. But, on 
the other hand, if Handy Helper 
lifts his bushel basket and tells his 
story with regularity in publica- 
tions reaching over thirty-eight 
million, something’s bound to 
happen. 

Sincerely yours, 


Dennison Manufacturing Co. 


From The Postage Stamp h.m. of the 
Globe Mail Agency, Inc., 

150 West 23rd Street, 

New York 11, N. Y. 


£ 
TRIALS OF THE EDITOR 


Getting out a house publication is 
fun but it’s no picnic. 

If we print jokes, people say we 
are silly. 

If we don’t, they say we are too 
serious. 

If we clip things from other maga- 
zines, we are too lazy to write them 
ourselves. 

If we don’t, we are too fond of our- 
selves. 

If we don’t print contributions, we 
don’t appreciate true genius. 

If we do print them, the paper is 
filed with junk. 

Now, like as not someone will say 
we swiped this from some other 
magazine—we did. 

From “Time Out,” h.m. of the 
Steel City Electric Company, 


Columbus Avenue, 
Pittsburgh 12, Pennsylvania. 
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When Whistlers Artistic 
Sense wads Satisfied ee 





. . s He added the “‘Butterfly”’ 


nee Pad haha 
“Butterfly” used . 
by the Master to Collectors of the drawings and 


sobs eh rs etchings of James McNeill 
Whistler especially prize those 
which bear his famous “‘Butter- 
fly” signature. This mark 
authenticates his more mature 
TT and sensitive works. For the 
same reason we mark... 


Since the turn of EAGLE-A AGAWAM BOND 
the . century, this 100% Cotton Content 


watermark has held : 
the respect of vet- with a watermark that has won 


eran judges of fine 
commeneeotal etbline the confidence and respect of 
papers. buyers of paper for business and 


legal use. 


New cotton fibre — used in making Eagle-A Agawam 
Bond — gives it the crisp, impeccable look of the 
top-flight salesman — gives it the quality, texture 
and durability to permanently record vital business 
messages. 

Specify Eagle-A Bond to your printer, lithographer 
or engraver. 


Ask your stationer for 
EAGLE-A COUPON BOND BOXED TYPEWRITER PAPER 


EFAGLE“A PAPERS 


AMERICAN WRITING PAPER CORPORATION e HOLYOKE MASSACHUSETTS 








Hullabaloo About Research 


The following item appeared in 
Vol. 1, No. 3, July, 1945 issue of the 
A.P.I. News, 100 East Ohio Street, 
Chicago 11, Illinois: 


DIRECT MAIL COSTS 
MORE THAN 

PUBLICATION ADS 
University of Chicago Reports 
Results of Advertising 

Study in Media Field 


There is no appreciable difference 
in the recognition that is gained from 
medical men by Direct Mail advertis- 
ing and publication advertising of 
pharmaceuticals, but Direct Mail is 
from three to five times as expensive 
as publication media in terms of re- 
ported recognition. 


This is the major conclusion of 
Franklin T. Branch, who conducted a 
study as research fellow in the school 
of business at the University of Chi- 
cago, under a grant made by Murray 
Breese Associates, New York agency 
specializing in medical advertising. 


The study, reported upon in the Uni- 
versity of Chicago’s current Journal 
of Business, checked the recognition, 
interest and “value” of both types of 
advertising among a stratified sample 
of general practitioners and specialists 
in Chicago, and found that despite 
their added wartime duties, doctors 
are remarkably close readers of adver- 
tising. 


Mr. Branch’s stratified sample of 238 
doctors, interviewed through the rec- 
ognition-recall method, was checked 
on its readership of Direct Mail piecés 
and selected ads from the Journal of 
the American Medical Association and 
- Modern Medicine. General practition- 
ers were found to recognize 48.5% of 
all Direct Mail and 52.7% of all pub- 
lication ads, while specialists recog- 
nized 34.5% of all Direct Mail and 
35.1% of all publication advertising. 
The specialists’ ratings are lower, of 
course, since some of the ads or Direct 
Mail presumably did not involve their 
particular specialties. 


Mr. Branch reports that Direct Mail 
costs 8.5 cents per impression on gen- 
eral practitioners, and 16.8 cents per 
impression on specialists, “while the 
same recognitions may be expected 
to cost roughly 1.9 and 3.6 cents, re- 
spectively, through the publication 
medium.” 


Several irate readers of The Re- 
porter wrote and asked us to inves- 
tigate. We did. We got a copy of 
original report and the adaptations 
of it. We received this interesting 
letter from The University of 
Chicago: 
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Dear Mr. Hoke: : 


Your letter of August 3rd to Frank 
Branch concerning the study on com- 
parative costs of Direct Mail adver- 
tising and magazine advertising, has 
come to me since I supervised the 
study. I am enclosing a reprint of 
the report and also a pictorial sum- 
mary of the study prepared by Modern 
Medicine. 


You will be interested to know that 
we are still continuing our studies in 
this area and hope sometime to work 
toward the general goal of estab- 
lishing guides to the allocation of 
advertising appropriations between 
magazines and Direct Mail in the 
pharmaceutical field. 


Should you have any comments on 
what we have done we should be 
very glad to have them, and I assure 
you that we are trying to work toward 
finding the truth in this very difficult 
field of inquiry. 


Geo. H. Brown, Director 

The Business Problems 
Bureau 

The University of Chicago 

Room 207, Haskell Hall 

Chicago 37, Illinois 


We then submitted all of the ma- 
terial to the best Direct Mail re- 
search man we know .. . Leonard 
J. Raymond, president of Dickie- 
Raymond, Boston 10, Massachusetts. 
We asked him to analyze and an- 
swer. Here is Leonard’s answer: 


Dear Henry: 


I'll be glad to comment informally 
on the University of Chicago compari- 
son of Direct Mail and magazine ad- 
vertising costs. I just can’t sit down 
to “write an article’ for you, but here 
are my comments. 


In the first place, I don’t see as 
many holes in this as you apparently 
do. On the whole, I think it’s well 
done—as far as it goes. And the fact 
that it doesn’t, probably couldn’t, go 
any further accounts for the apparent 
“slanting” against Direct Mail. 


In other words, Branch didn’t and 
couldn’t do three things that are nec- 
essary to make even a decent estimate 
of the comparative real cost of Direct 
Mail and magazine advertising: 


1. Make sure that each physician 
interviewed had seen each mag- 
azine space ad only once—which, 
of course, was true of each Direct 
Mail piece; 


2. Eliminate any confusion that 
might have arisen because of the 
similarity of two or more ads to 
the one in the portfolio; 


3. Evaluate the relative effective- 
ness of the two types of adver- 
tising in terms of sales. 


As to the first—if the physician’s 
recognition of and reader interest in 
a certain magazine ad was due some- 
what to having had a.chance to see 
it in other publications beside the 
AMA Journal and Modern Medicine, 
then the space cost for getting this 
doctor’s attention and interest should 
be figured as more than the cost of 
one insertion. Unless I failed to un- 
derstand the effect and significance 
of his control and correction proced- 
ure, explained on pages 85 and 86, 


Branch failed to take into account . 


that two or more duplicated ads may 
have contributed to the doctor’s reac- 
tion. I myself might pay little or no 
attention to an ad I have seen in a 
couple of magazines but read it all 
through in a third magazine, possibly 
because I had seen it before. I believe 
that, if there was some way by which 
the physician could be exposed just 
once to a space ad as well as to the 
Direct Mail piece, the cost of the Di- 
rect Mailing might be found to be 
comparatively lower. 


As to the second—there is apt to 
be more confusion in recognizing a 
space ad than a Direct Mail piece, so 
that it seems to me there is more 
chance of certain space ads getting 
credit that doesn’t belong to them for 
arousing interest than in the case of 
a Direct Mail piece. Wouldn’t this 
tend to lower by comparison the ap- 
parent cost of the Direct Mail a little? 
The confusion factor is not as impor- 
tant as the duplicated ads, however. 


As to the third—Branch himself ad- 
mits (page 94) that “sales results are 
the only true criterion in evaluating 
a medium,” and uses a number of 
words on page 91 to say that he’s com- 
pletely in the dark as to the correla- 
tion between sales and percentages of 
recognition and reader interest. Also, 
I wonder if Branch asked pharmaceu- 
tical manufacturers whether they had 
ever tried to compare Direct Mail and 
magazine advertising in figuring the 
advertising cost of their sales. That 
is, does it cost more or less to sell 
drugs through Direct Mail than 
through display advertising? I suppose 
it would be hard to determine this in 
such a field as medicine. 


Incidentally, while wondering why 
Direct Mail was used so extensively in 
spite of its high cost, did it occur to 
Branch to ask firms using Direct Mail 
what their reasons were? 
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Finally, Henry, don’t overlook the 
fact that this is one of a series of 
studies being made under the direc- 
torship of George H. Brown, director 
of the Business Problems Bureau at 
the University. In a previous study 
printed in the Journal of Business 
of the University of Chicago, April, 
1943, by Bernard Belley, Direct Mail 
was made to show up very favorably. 
Reference is made to a previous study 
by Jeuck where three conclusions 
were drawn: 


l. “as far as one can ascertain from 
the measurements used in this 
study Direct Mail advertising is 
still an effective medium for 
pharmaceutical manufacturers; 


2. “the amount of advertising mail 
a doctor receives is much less 
than is generally believed; 


3. “general practitioners are the 
most promising audience for Di- 
rect Mail advertising and teach- 
ers in medical institutions and 
specialists the least promising.” 


The first—and the principal conclu- 
sion—of the Belley study is as follows 
—and this is a direct quotation: 


“The doctors interviewed seem to 
have recalled Direct Mail advertis- 
ing pieces to a higher degree than 
magazine advertisements. The av- 
erage Direct Mail piece was rec- 
ognized and recalled 48.1% of the 
time, whereas the average magazine 
advertisement was recognized and 
recalled 35.8% of the time.” 


We just can’t take everything that 
is favorable to Direct Mail and like 
it—and throw out everything that is 
against it. We all know that Direct 
Mail is no panacea—we should be as 
objective as possible but at the same 
time be ready to smack down unfair 
statements which taken from the 
whole are obviously not correct. I 
refer to the direct quotation from the 
Branch report where it says, “Direct 
Mail is consistently from three to five 
times as expensive as the publication 
media in terms of reported recogni- 
tion . . .’—that is an unfair excerpt 
and read away from the whole gives 
the wrong impression. 


Cordially yours, 


Leonard J. Raymond, Pres. 
Dickie-Raymond, Inc. 

80 Broad Street 

Boston 10, Massachusetts 


Reporter’s Note: We think Leon- 
ard Raymond has given the logical 
answer. Those who adapted the 
Branch report used one sentence to 
build up a case against Direct Mail. 
It didn’t work. 
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While She Powders 
Her Nose... 





ALL THREE MACHINES ARE 
TYPING PERSONAL LETTERS 
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Faster than human fingers can fly! 


AUTO-TYPIST is one of the most amazing business machines 
ever built. Any typewriter can be mounted on the mechanism. 
Then it will type letters—automatically—from two to three times 
faster than human typists can work. Your typist can operate 
three or four AUTO-TYPISTS. She can turn out from 300 to 
500 letters a day—each letter completely and individually 
typed with a provision for manual interpolation of names, 
amounts, dates, or any other “personalizing” references. 


RUSH COUPON FOR DESCRIPTION 
OF THESE AMAZING MACHINES 


Office managers’ mouths drop open in amazement. Typists heave deep sighs of 
relief when they see perforated paper record rolls flashing out the tedious 
g repetitive typing in one-third the time. Sales Managers boost responses to their 
mailings many times by leaving behind the old, easily detected ‘‘filled in’’ letters 
and sending individually typed letters to their prospects. Rush the coupon or 
a request on your letterhead for complete description of the business machine 
a that out-performs even the most glowing words. You can’t be ‘“‘up’’ on the 
latest until you know all the ways in which AUTO-TYPIST can increase sales 
and collections, and speed mailings. Send today for the facts. They are free. 


AMERICAN AUTOMATIC TYPEWRITER CO. 


610 N. Carpenter Street Dept. 211 Chicago 22, Illinois 
Offices in principal cities. 


AMERICAN AUTOMATIC TYPEWRITER CO. i 
610 N. Carpenter St., Dept. 211, Chicago 22, Illinois 
Tell me quick how one ordinary typist can turn out 300 to 500 individually 
RU SH typewritten letters a day on AUTO-TYPISTS. All information is free and | am 
under no obligation. 


THE Name i 
FACTS Company 


F R E E Address 

















“MUDDLING THROUGH”! That’s 
the only phrase which can describe 
the present “traffic jam” in Direct 
Mail production, the worst “bottle- 
neck” since the war began. 





New York lettershops, printeries, 
binding shops, production depart- 
ments are more swamped and con- 
fused than ever. Demand is heavy. 
Competition for production services 
is keen. 


Everybody wants to get out tests 
or large campaigns “yesterday” to 
get ready for boom sensed to be 
coming “tomorrow.” The __ traffic 
lights are green, but they don’t 
control the onrushing “hordes.” 





Results from Direct Mail, espe- 
cially among lower income bracket 
lists, have been sliding off since 
V-J, but recently have come up a 
little. Many space results on mail 
order have been holding fairly well. 
War workers are “tucking in their 
belts” for a while, but are not scared 
of the future; many of them are get- 
ting their unemployment insurance 
for a while before going to work. 


But they aren’t buying now what 
they can skip; they may be back 
buying big later. 





Over 60% of the returning colored 
soldiers will settle in the Northeast, 
not go back to the Southland... 
their solution to the race problem. 


They alone will represent a large 
and far more advanced market than 
before they went off to the wars. 


‘ 
‘ 





This is the season when mail sell- 
ers use overruns on printed matter 
at the last minute to test new lists 
... more of it this year than usual! 





And of course it’s an unwritten 
law that printed matter returned as 
undeliverable should be salvaged and 
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Notes from a Mail Selling Scrapbook 


By JAMES M. MOSELY 


mailed out again to other prospects. 
.. . I’ve been astonished sometimes 


‘at the extra orders which I’ve seen 


this little salvage operation pick 
up. It’s like “found money.” 





A leading New York advertising 
man has the right “way of life.” 


Comes to New York for 6 months 
a year, does a whale of a job at 
fancy pay and even has some left 
after paying off “uncle.” 


The other six months he relaxes in 
the Southwest, rides horseback, 
raises flowers—and to keep himself 
out of mischief runs a specialty mail 
order business. 


It’s the sure way to keep a cre- 
ative mind un-rusty—and a sure 
producer of new copy ideas for the 
winter season. It’s the time-bal- 
ance which most direct mailers would 
like to arrange—but never get. 





Here’s a way to get lists at al- 
most no cost, reported by a faithful 
SCRAPBOOK pasterupper: 


“Many people do not realize that 
their Secretary (of State) often can 
supply a goodly number of names. 
Thus, in New York State, for in- 
stance, almost every business has 
to be licensed. The names of those 
licensees are available—plumbers, 
beauty shops, electrical contractors 
and many others. 


“I get from the Secretary of State 
(New York) every few days a list 
of all new incorporations (costing 
nothing). Many states will send 
names free of charge. In some, 
however, it is farmed out to poli- 
ticians and then one has to pay.” 
(And how!) 





Cleaning lists continues to be a 
real selling job. “Hank” Hender- 
son’s panel on lists at the D.M.A.A. 
suggested a humorous cartoon ques- 
tionnaire to get corrections of ad- 
dresses from companies. Others are 
using a double postal. 












A special insert or other appeal to 
“the secretary” or mail clerk to 
enlist help in getting the right name 
is advocated by “Ed” Mayer for 
some mailers. 


Ed stated that he’d had some 
success in addressing “John Jones 
or occupant.” 





A small new industrial advertiser 
recently found his most effective 
way to build a list was to write a 
friendly letter to the large com- 
panies he wanted to sample and ask 
for the names of three definite types 
of officials. A stamped envelope was 
enclosed. Back came a surprising 
number of good names—all of which 
formed the basic prospect list. Not 
inexpensive but practical. 


The hard way of list building is 
the cheaper for many Direct Mail 
users. 





The American Airways first flight 
to England with Leonard Raymond 
aboard emphasizes again how near 
air mail communication overnight 
everywhere on the globe for selling 
and travel is approaching . . . won’t 
be long now before American Direct 
Mail campaigns will encompass the 
earth . with American enter- 
prise melting down prejudice and 
slow action everywhere. 





New interest in ways and means 
to find out scientifically what and 
WHY Direct Mail clicks, or doesn’t, 
through face to face contact with 
typical recipients, or mail question- 
naires, was indicated at New York 
at the D.M.A.A. Convention. 


Modern-minded Direct Mail cre- 
ators want to know more. To find 
out, they’ll have to follow radio, 
magazines, newspapers, outdoor in 
market research on typical cross 
sections of consumers. They’ll learn 
plenty which will open their eyes 
and ears—and give them copy slants 
without limit. It’s been delayed too 
long. 
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The Mail Seller who makes a 
study of the demands of older peo- 
ple and caters to them by mail 
will reap a fortune, in the opinion 
of Dr. Virgil D. Reed, associate di- 
rector of research, J. Walter Thomp- 
son Company. He points out that 
the age of the average American is 
increasing. Average age now is 29, 
up from 26% years in 1930, once 
16 years. Proportion of our young 
decreasing, oldsters increasing. He 
points out: 


“There will be more than three 
times aS many people over 65 in 1980 
as in 1930—22,051,000 as against 6,- 
634,000. The number of those over 
65 actually increased about 35% be- 
tween 1930 and 1940...” 


Here’s what it will mean to mail 
sellers: 


“Elders have more leisure time. 
This, with their accumulated earn- 
ings and Social Security, should en- 
courage the purchase and enjoy- 
ment of both goods and services.” 
Pressure for old age benefits will 
increase. 


“There will be a change of taste, 
preferences and nature of demand 
for many products. Special serv- 
ices and products for the aged will 
increase in number and volume. 
Geriatrics will be a highly promis- 
ing field of medicine. Dentures, dry 
skin creams, hearing aids, travel, 
resorts, wines, electric blankets are 
only a few of the products and serv- 
ices which will benefit an aging 
market.” 


Only one or two mail sellers have 
gone after the over-60 market, but 
with amazing results. 





The large catalog and mail order 
houses work hard to convince a cus- 
tomer she should buy on credit in- 
stead of for cash, but with much 
difficulty do they so persuade. 


When they do, their sale is likely 
to be four times that of the average 
cash sale. 





13,000,000 returning G.I.’s, with 
their own ideas of standards of 
foods, reading, living, obtained from 
mass-executed housekeeping of the 
Armed Services ... an impact that 
will affect buying habits for years to 
be! 
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Prominent Users of Strathmore Letterhead Paper: No. 62 of a Series 


SEAT ORE 


Se : SS 


PPS So TT 


we ae 
=o 


* 


baa 


_ 
i555 


has your letterhead kept time 
WITH YOUR BUSINESS ? 
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Ingersoll ... an outstanding name in “time,” is cre- 
ated by United States Time Corporation, world’s largest. manu- 
facturers of watches. During the war this company made the 
most delicate of precision instruments for our fighting machines. 
Now they resume the manufacture of spring- winding clocks, 
electric clocks, and timing devices for all industrial uses. 


U. 8. Time Corporation chooses Strathmore paper 
for its letterhead, one that must “keep time” with the growing 
reputation and progress of an organization famous for precision 
and integrity. YOUR letterhead, representing you in all business 
contacts, should properly express your present standing and 
future prospects. With lighter weight papers necessary under 
government regulations, quality is more important than ever. 
The Strathmore watermark is your assurance of that quality. 





MAKERS 
OF FINE 
PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 





YOUR WASTE PAPER IS STILL NEEDED! Paper salvage 
must continue, lest the reconversion program be impaired. Paper 
shortage can be a serious bottleneck. Continue to get your waste 
paper into the hands of your local salvage dealer or committee. 











The happiest postwar note: the 
returning servicemen and their deep 
happiness in getting back, after a 
job done. 


Returning servicemen are becom- 
ing a factor in the better filling of 
mail selling jobs. Still more jobs 
than men. 





This is the season when greeting 
cards for Christmas blossom. 


American greeting cards in senti- 
ment, art, engraving, paper, folds, 
die-cuts and even envelopes are often 
“inspired.” They are a great “re- 
fresher” to a Direct Mail man. 


A collection of the more unusual 
greeting cards would be a “self- 
starter” for reference in a Direct 
Mail man’s library for planning the 


unusual in a series of infinite variety 
and punch .. . with the unexpected 
always to be expected. 





January will be a monumental 
mailing month. The wise Direct 
Mail users are preparing to jump 
the gun the day after Christmas. 


Competition for attention and 
orders on mail order at the start of 
the New Year will be super-colossal! 
And that’s only the beginning. 





Most mailers still are trying to 
work too close to their release dates 

. . can help all suppliers .. . hit 
release dates more surely ... get 
better results . . by scheduling 
and working further ahead. 


It’s a “MUST” now! 


There is so much interest on the 
part of G.I.’s and business men in 
the great postwar mail order op- 
portunities that FORBES magazine 
recently had a practical article with 
that title. 


It discusses how smaller mail 
order firms quietly make money 
year after year, what is needed, 
how to key, what to sell, markup, 
costs, capital needed, etc.—good 
“hoss sense” advice, mostly with 
space advertising in mind but equally 
good for Direct Mail users. 


“Dick” Kline, FORBES, 120 5th 
Avenue, New York 11, will be glad to 
send you a reprint, if you mention 
this department. Might be worth a 
look-over! 





The 1945 Direct Mail Leaders 


Fifty-six Direct Mail Leaders were 
announced at the morning session 
of the Direct Mail Advertising As- 
sociation one day clinic at the Hotel 
Roosevelt, New York, by George 
Benneyan, Research and Promotion 
Manager of the Bureau of Advertis- 
ing, A.N.P.A. and Chairman of the 
Board of Judges. The number of 
entries in this year’s Contest was 
larger than in any previous year. 
In addition to the Leaders, special 
plaques were awarded for outstand- 
ing achievement in various fields of 
printed promotion. 


The Leaders 


Abbott Laboratories, North Chicago, Illinois. 
Pharmaceutical Manufacturers. 


Aberle, Inc., 385 Fifth Avenue, New York 
16, N. Y. Manufacturers Women’s Hosiery. 


D. H. Ahrend Co., Inc., 52 Duane Street, 
New York 7, N. Y¥. Direct Mail Advertising. 


The American Brass Co., American Metal 
Hose Branch, Waterbury, Connecticut. Flexi- 
ble Metal Tubing. 


The American Legion Magazine, 1 Park Ave- 
nue, New York 16, N. Y. Publishing. 


Armstrong Cork Co., Linoleum, Lancaster, 
Pennsylvania. Flooring, Building Materials, 
Glass and Closures and Industrial Products. 


Associated American Artists, Inc., 711 Fifth 
Avenue, New York 22, N. Y. Art Gallery and 
Mail Order. 


Automobile Club of New York, Hotel Penn- 
sylvania, New York 1, N. Y¥Y. Automobile Club. 


Ayerst, McKenna & Harrison, Ltd., 485 Mc- 
Gill Street, Montreal, Quebec, Canada. Phar- 
maceutical and Biological Chemists. 

Bultman Mortuary Service, Inc., 3338 St. 
Charles Avenue, New Orleans 15, Louisiana. 
Funeral Home. 

Canadian General Electric Co., Ltd., 212 
King Street, West, Toronto, Ontario, Canada. 
Publishing Internal Newspapers. 

Caterpillar Tractor Co., Peoria, Illinois. Die- 
sel Engines, Tractors, Earthmoving Machinery. 
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Ciba Pharmaceutical Products, Inc., Summit, 
a Jersey. Ethical Pharmaceutical Manufac- 
urers. 


The Cleveland Crane & Engineering Co., 
1129 East 283rd Street, Wickliffe, Ohio. Man- 
ufacturers Overhead Handling Equipment, 
Cranes and Heavy Metal Forming Equipment. 


Marie Codd Co., 810 North Charles Street, 
Baltimore, Maryland. Real Estate Brokers. 


Colby College, Waterville, Maine. Education. 


Columbia Broadcasting System, Inc., and 
Affiliated Stations WTOP, WABC, WBT, 
WCCO, WBBM, WEEI, Columbia Pacific Net- 
some 485 Madison Avenue, New York 22, N. Y. 

adio. 


The Dayton Rubber Manufacturing Co., 2342 
West Riverview Avenue, Dayton 1, Ohio. Man- 
ufacturers of Rubber Products. 

The Dow Chemical Co., Midland, Michigan. 
Manufacturer of Chemicals. 


wae Corporation, Bangor, Maine. Paper 
l . 


Eastern States Farmers’ Exchange, 95 Elm 
Street, West Springfield, Massachusetts. Farm- 
ers’ Cooperative Purchasing Association. 

The E. B. Eddy Co., Ltd., Hull, Quebec, 
Canada. Paper Manufacturers. 


Harry E. Foster Agencies, Ltd., King Edward 
Hotel, Toronto, Ontario, Canada. Radio and 
National Advertising. 


George School, Bucks County, Pennsylvania. 
Private School. 


Grit Publishing Co., Williamsport 2, Penn- 
sylvania. Publisher. 


Hitchcock Publishing Co., 542 South Dear- 
born Street, Chicago 5, Illinois. Publishing. 


Kipe Offset Process Co., Inc., 145 Hudson 
Street, New York 13, N. Y. Lithography. 

Lederle Laboratories, Inc., 30 Rockefeller 
Plaza, New York 20, N. Y. Pharmaceuticals 
and Biologicals. 

MacLean-Hunter Publishing Co., Ltd., 481 
University Avenue, Toronto, Ontario, Canada. 
Publishing. 


The Manhattan Rubber Mfg. Division, Ray- 
bestos-Manhattan, Inc., Passaic, New Jersey. 
a Rubber Goods, Industrial Direct 
Mail. 


Marine Industries, Ltd. & Subsidiaries, 1405 
Peel Street, Montreal 2, Quebec, Canada. Ship 
Building, Dredging, Steel Making, etc. 


Mutual Broadcasting System, Inc., 1440 
Broadway, New York 18, N. Y. Network Broad- 
casting. 


National Broadcasting Co., Inc., 30 Rocke- 
feller Plaza, New York 20, N. Y. Radio Broad- 
casting and Television. 


National War Finance Committee, 240 Wel- 
lington Street, Ottawa, Ontario, Canada. Ca- 
nadian Government. 

Pan American World Airways System, 135 
East 42nd Street, New York 17, N. Y. Air 
Transportation. 

Phoenix Metal Cap Co., 2444 West 16th 
Street, Chicago 8, Illinois. Metal Caps for 
Glass Packages. 

Pontiac Motor Division, General Motors 
Corp., 196 Oakland, Pontiac 11, Michigan. 
Wholesale Automobile. 

Poole Bros., Inc., 85 West Harrison Street, 
Chicago, Illinois. Commercial and Job Print- 
ing. 

Reynolds Metals -Co., 2500 South Third 
Street, Louisville 1, Kentucky. Aluminum 
Manufacturers, ‘‘Reynolds Review.’’ 

The Reynolds & Reynolds Co., 800 German- 
town Street, Dayton 7, Ohio. Printing and 
Lithographing. 

RKO Radio Pictures, Inc., 1270 Sixth Avenue, 
New York 20, N. Y. Motion Pictures. 

The F. & M. Schaefer Brewing Co., 430 
Kent Avenue, Brooklyn, New York. Beer. 

The Schaible Co., Summer Street, Cincinnati 
4, Ohio. Heating and Plumbing Equipment. 

Schering Corp., Bloomfield, New Jersey. Man- 
ufacturers of Pharmaceuticals. 

Sharp & Dohme, Inc., 640 North Broad 
Street, Philadelphia, Pennsylvania. Pharma- 
ceuticals and Biologicals. 

G. W. Smith & Sons, 116 South Sperling 
Avenue, Dayton 3, Ohio. Welding Compounds. 

Standard Oil Co. (Indiana), 910 South Mich- 
igan Avenue, Chicago, Illinois. Petroleum. 

Standard Oil Co. of New Jersey, 26 Broad- 
way, New York 4, N. Y. 1945 Spring Portfolio, 
1945 Fall and Winter Portfolio, Petroleum 
Marketer. 

Edward Stern & Co., Inc., Sixth and Cherry 
Streets, Philadelphia 6, Pennsylvania. Printers. 

The Studebaker Corp., 635 South Main 
Street, South Bend 27, Indiana. Manufacturers 
of Cars and Trucks. 

The Upjohn Co., Kalamazoo 99, Michigan. 
Pharmaceuticals. 

Uxbridge Worsted Co., Uxbridge, Massachu- 
setts. Woolen and Worsted Mill. 

William R. Warner & Co., Inc., 113 West 
18th Street, New York 11, N. Y. Pharmaceu- 
ticals. 

Western Air Lines, Inc., 510 West Sixth 
Street, Los Angeles 14, California. Air Trans- 
portation. 

West Virginia Pulp & Paper Co., 230 Park 
Avenue, New York 17, N. Y. Paper Manufac- 
turers. ; 

Wetzel Bros. Printing Co., 444 North Broad- 
way, Milwaukee 2, Wisconsin. Printing and 
Lithography. 
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A GOOD P. S. 


Sir James M. Barrie had an iron- 
clad rule that none of his plays 
could be produced gratis. One day 
he received a request from a poor 
but worthy charity organization: 


Sir James M. Barrie 
Dear Sir James: 


May we please put on a per- 
formance of your “Twelve Pound 
Look” without paying the usual 
fees? It would be for the benefit 
of the crippled children’s fund. 


Sincerely yours, 
J H 
Sir James replied: 


Unthinkable! You will have to 
pay the usual three guineas. 





Cordially yours, 
James M. Barrie. 


P. S.—Enclosed please find a con- 
tribution of three guineas to 
help defray expenses. 


(From Coronet.) 


FUNNY SIGNS 


On a post at Mindanao, in the 
Philippines, welcoming Japanese 
who wished to surrender: 

“Surrender Here—Best Food 
Free Transportation” 


On an Oklahoma sea food res- 
taurant: 
“Closed—Gone Fishing” 


On a New Haven grocery store: 


“Going Out of Business 
—Until We Meat Again” 


From “Chats,” h.m. of the 
Clark-Sprague Printing Co. 
1901 Locust Street, 
St. Louis 3, Missouri. 


MERCURY-LITH ROLLERS 


for your multilithing machines 
It is smooth sailing when you equip your shop 
with these rollers. Their deluxe construction enables 
them to outperform ordinary rollers — yet they cost 
no more. 


ceili MERCURY-LITH BLANKETS 
SECRETARY for your multilithing machines 


Tired of blankets that stretch all out of shape? 
Blankets that don’t transfer ink smoothly and ac- 
curately? Blankets that require too many adjust- 
ments? YOUR PROBLEM IS SOLVED the moment 
you switch to Mercury-Lith. 


MA MERCURY-GRAPH ROLLERS 


for your multigraphing machines 
Custom-built by the largest plant devoted solely to 
rollers and blankets for the graphic arts. Get the 
» benefit of years of research in roller construction— 
» Buy Mercury-graph rollers. 


Make her late for her dates be- 
cause you don’t start to read and 
sign your letters until closing time. 


Get yourself so wound up in a 
sentence that you are both spinning 
like tops, then ask absent-mindedly, 
“What did I just say?” 


Chew on a cigar or puff on a pipe 
while you are dictating, then get im- 
patient when she is obliged to ask 
you to repeat the words you 
mumbled. 


From “Letter Slants” h.m. of 
R. H. Morris Associates, 
135 Broadway, 
New York 6, N. Y. 


RAPID ROLLER COMPANY 


D. M. RAPPORT, Pres. Federal at 26th Street, CHICAGO 
THE REPORTER 








Resultful 


Direct Advertising 


Planned, Created and Produced 


by 
D. H. AHREND CO. 


har won 
AZ 16 
NATIONAL AWARDS 
én the hast 3 Years 


Discuss your sales promotion 
problem with a_ qualified 
Ahrend executive. No obliga- 
tion in N. Y. Metropolitan 
area; no charge for consulta- 
tion, anywhere, when our pro- 
posals are accepted. 


D. H. AHREND CO. 


592 Duane St., New York 7, N. Y. 
WoOrth 2-5892 











Do YOU Want 20,000 
New Consumer Mail Order 


Customers a Year? 


They would bring you $50,000 to 
$100,000 NEW GROSS ' SALES. 
Once sold, , 


They'll Buy Over and 
Over Again at Low 
Mail Selling Cost! 


That’s where the BIG REPEAT 
PROFITS are in the DIRECT-TO- 
CONSUMER SPECIALTY MAIL 
ORDER BUSINESS. That’s why it 
pays to mail 1,000,000 or more pieces 
a year to Outside Lists of Mail 
Buyers-Inquirers of other companies 
—to build in NEW CUSTOMERS 
who keep on buying from you and 
make your total business grow like 
a giant snowball! 

Write us frankly in full detail all 
about your plans, with sample mail- 
ing pieces, if you want a VOLUME 
SPECIALTY MAIL ORDER BUSI- 
NESS built rapidly during the com- 
ing RECONVERSION SELLING 


BOOM. 
Dept. R-10 


MOSELY SELECTIVE LIST SERVICE 
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38 NEWBURY STREET 
| BOSTON 16 
“MOSELY has the MASS MAIL MARKETS” 
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ONE ADVERTISING MAN 
‘TO ANOTHER 


by GEORGE KINTER 


Dear Henry: 


. All I know about your Mayor La- 
Guardia “is,” as the late Will Rog- 
ers was wont to say, “what I read 
in the papers,” and I realize that 
a man cannot always be judged by 
the reputation newspapers give him. 
The “Little Flower” may be a good 
mayor or he may be a bad mayor, 
but he gets a mental orchid from 
yours truly for banning the ads of 
small loan companies from your 
city’s municipally owned subway 
cars. 


The ads of these small loan com- 
panies, as ads go, are probably no 
worse than other misleading ads 
that get by the Federal Trade Com- 
mission, but they cause a lot more 
harm. 


As a matter of comparison, take 
the advertising of the makers of 
Duz. “Duz,” these ads claim, “does 
everything” but no one is quite dumb 
enough to believe that——there are 
a lot of things Duz just doesn’t do, 
but the people who buy it prob- 
ably get their money’s worth of 
soap powder or chips, whichever 
it may be, but the people who fail 
for the rosy pictures painted by the 
small loan companies are due for 
a bitter disappointment. 


One of their favorite appeals is 
to borrow money from them to pay 
off accumulated debts and thus avoid 
a lot of worry. Well, Henry, the 
worry of the poor devil who falls 
for that line is just beginning. If 
he owes the butcher, the baker and 
the candlestick maker each the sum 
of thirty-three dollars, thirty-three 
and a third cents, he has three lit- 
tle worries that a bit of negotiation 
with the above mentioned trades- 
men will alleviate, but if he borrows 
the money from a small loan com- 
pany, he has one big worry that 
only cash on the barrel-head every 
month will eliminate, and he will 
have $16.00 more to pay than he 
would with the butcher, baker and 
candlestick maker holding the bag. 


These small loan companies are 
operating probably one of the worst 


rackets that the law blinks an eye 
at, because it is a racket that preys 
mostly upon the unfortunate. 


Just how they get away with this 
racket, I don’t know. There must be 
some loophole in the law that allows 
them to charge such high rate of 
interest. If you work it out you 
will find that it is in the neighbor- 
hood of 30%. 


I do not have the details in the 
matter of Mayor LaGuardia ban- 
ning the advertising of these racke- 
teers from the subway cars. All I 
have learned about it was from a 
small item stating that Household 
Finance Company, whose ads were 
barred, “doesn’t plan to debate the 
matter with him in other media it 
uses in New York. Its attorneys are 
investigating to see if they have any 
legal recourse against the ban.” 


This Household Finance Company 
is probably the worst offender in 
the matter of appealing to those in 
the lower brackets of intelligence, 
and comments I have made about 
this company in my little publication 
brought a high-ranking executive to 
my office twice to sell me on the 
idea that this company was a real 
friend to those who found them- 
selves in financial difficulties. To 
prove his point he explained that 
many of their customers had been 
with them for years. I didn’t doubt 
his statement—a customer of that 
sort of racket hasn’t much choice in 
the matter, he has to keep getting 
loans to pay off the loans he has 
gotten. 


If you have a few minutes some 
day, give Mayor LaGuardia a ring 
and tell him that if I lived in New 
York I’d vote for him every time, if 
for no other reason than his banning 
small loan advertising. 


* * * * 


I read an item recently announc- 
ing that a new outfit called the 
Golden Fleece Company will intro- 
duce a facial tissue with the line: 
“You Can’t Afford This Tissue.” Ac- 
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cording to the announcement, the 
company wants only the “upper- 
crust” trade, but I wonder if the 
real hope behind this line of ap- 
proach isn’t that of reaching the 
“sucker trade,” and selling more of 
the tissues to Tillies the Toilers than 
to Lizzies of Leisure, Loaded with 


Lucre, | 


This advertising angle brings 
vaguely to mind the automobile 
maker who, years ago, gave the pub- 
lic, through advertising, statistics 
showing that a very, very small per- 
centage of people could think for 
themselves and he boasted that his 
car was built for that very limited 
percentage. The advertising did, for 
a while, just what its sponsors 
wanted it to do—it sold cars to quite 
a few people who had no other way 
of proving to their friends and 
neighbors that they were tops in 
intelligence. But, for some reason, 
that car maker’s business folded up 
not long after he started that line 
of advertising. Could be his statis- 
tics were wrong. He was actually 
making a play for the class who 
couldn’t think for itself and he found 
to his sorrow that it didn’t number 
enough to keep him in business. 


And so, we fear, it will be in the 
case of the Golden Fleece Company. 
We would be willing to make a small 
bet that it is figuring too high on 
the number of people over whose 
eyes it can pull its fleece. 


* * x * 


I wonder if you have read David 
L. Cohn’s piece: “Advertising 
Greets the Homecoming Heroes and 
Customers” in September 22nd issue 
of Saturday Review of Literature? 
If you haven’t, dash out right now 
and get a copy and I feel sure you 
will grab the phone and ask permis- 
sion to reprint it in The Reporter. 
It paints an overall picture of the 
advertising that is causing lip curls 
and nose holding by both returning 
servicemen and the public at large. 
The kind of advertising that adver- 
tising as a whole will have a long 
hard time living down. 


* * * * 


You have indicated several times, 
Henry, that you were irked by the 
idiotic doodles used as “artwork” 
in the advertising of the Container 
Corporation of America. They are 
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pretty irksomc. I'll admit, but they 
were probably originated by some- 
one who was irked more than the 
doodles irk you. Looking into the 
crystal ball, I seem to see a group 
of executives of this Container Cor- 
poration seated around the board 
table worrying about the amount of 
income tax they would have to pay 
out of their war profits, and as they 
worry, they doodle, and then one of 
them is struck with a brilliant idea. 
“Why not,” he shouts, “have some 
artist put some finishing touches on 
these doodles we have doodled in 
our doldrums and print them in ex- 
pensive advertising space. I know 
we don’t need the advertising, be- 
cause we are selling all the contain- 
ers we can get material to make, but 
it will cut down on our income tax- 
return.” 


But cheer up, Henry, if my crystal 
ball reflects the future as well as 
it does the past, I’ll venture the pre- 
diction that you will not be irked 
much longer by these doodles. The 
time is not far distant when the 
space they are occupying will have 
to be used for advertising designed 
to sell containers. 


* * * * 


Continuing on the irksome sub- 
ject—pictures in advertising, unless 
they are pictures of nude females— 
do not irk me as much as some copy 
—copy such as used in Cannon 
Towel ads. Take this drivel for ex- 
ample: “Home is wonderful but I 
can’t wait till Jim comes back to 
feather one of our own! With a bath- 
room beautiful as all get-out. And 
Cannon towels for two. He-size ones 
and me-size ones, bright as a flower 
bed, in thick, soft, heaps. Big dreams 
for a fledgling pair like us? Uhuh 
... Cannon prices, I know, will make 
the outlay sweet and low.” 


Or in this connection with a pic- 
ture of a girl and a Marine in lov- 
ing embrace captioned ‘“Contact:” 
—‘*A moment bright with rapture. 
Winged ecstasy set to shimmering 
music. You’re whirling through 
space, lost ... yet you’ve just found 
yourself for the first time! This is 
love, love, love . . . It’s so easy with 
Woodbury Facial Soap.” 


I am inclined to believe that more 
serious irks are caused by copy than 
by pictures. 








JOBS WANTED, MAIL 





A FILE OF FACTS in quick, 
easy reference form . . . answer 
daily questions in Direct Adver- 
tisin ork. Nosalary. Write 

' Box DA, United States Envelope 

Company, Springfield 2, Mass. 


[1] How to Keep a Mailing List 
Up to Date — through proper 
use of “Instructions to Post- 
master.” 


C1] Envelope Specifier — showing 
standard types and sizes of 
U.S. E. Envelopes. 


1) War-Time Standardization of 
Commercial Envelopes — 
showing the latest sizes, 
weights and packing regula- 
tions. 


C1) Postal Delivery Zone System 
and how to use it. 


For free copies, mark and pin 
this-ad on your letterhead. 


USE enve/opes 


ESSENTIAL COURIERS 
IN WAR AND PEACE 
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“Dear Nature Lover: <A bargain de 
luxe are these Eskimo bone carvings 
from the far north.” 


Are you reaching the 
right people, FOR YOU? 


For your next mail promotion, consider 
trying a carefully chosen list of the 
RIGHT people for you ... not just 
names, but folks known to be buyers 
of products or services similar to yours. 
We can locate such a list for you... 
among over 2,000 privately owned lists 
registered with us and being added to 
ail the time. They’re available on a 
low-rate rental basis. Tell us what you’re 
selling and we’ll make suggestions with- 
out obligation. 


D-R SPECIAL LIST BUREAU 


(DIVISION OF DICKIE-RAYMOND, INC.) 
80 Broad Street Boston 10, Mass: 

















If It's "Saleable" Our 
Guaranteed, Accurate 
Lists Will Sell It 


Executives, ee, Public Utilities, 
Radio, 

High Salaried enn Executives. 

1,000 to 10,000 wealthiest men, 7 city. 

Wealthy Society Women or Widow 

Owners of Estates and Fine mses. 

Purchasing Agents, Comptrollers. 


$12.00 M 





Church Societies, all denominations (for 
sale of merchandise). 

Lawyers, Bankers, Physicians, etc. 

Business and Professional Women 

Variety of key lists for sale of Stocks, 
Bonds, high grade investments. 

Wealthy Winter resort prospects. 

Children of wealthy parents. 


$10.00 M 


Pastors, all denominations. 

City or Suburban men or women, wealthy 
or middle — 

Parents and Teacher 

Farmers, Rural Residents, all states. 

Members F. and A.M., K. of C., 1.0.0.F., 
K. of P., etc. 

Golf, Country, Polo Club members. 

Trade Lists, all classifications 

Members Women’s and Garden Clubs. 


$9.00 M 
Selective Catholic, Protestant or Jewish 
names 
$8.00 to $10.00 M 


Lists cover any state, or all 
Prompt Service—Complete Coverage 
Accuracy Guarantee 


ASSOCIATED PUBLICITY SERVICE 


203 SPERRY BLDG., PORT HURON, MICH. 














DID YOU EVER notice how 
the “other fellow” steps up to 
SUCCESS in his job or busi- 
ness with ideas that seem much 
like your own while you stand 
around tongue-wagging about 
how you'll PROMOTE your- 
self or your business some day? 
Your competitor will DO TO- 
DAY WHAT YOU PLAN TO 
DO TOMORROW !—paur ovat 


THE HOUSE OF DYAL 


Printing—A dvertising—Sales 
Promotion Ideas 


ORchard 4-0623 
30 Irving Place, New York 3, N. Y. 

















SELL BY MAIL 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. — 


The ARTWIL CO., Advertising 


24 West 48th Street @ New York 19, N. Y. 
MEdallion 3-0813 








Headlines or advertising themes 
can also be mighty irksome. One 
that irked me no end, especially dur- 
ing the cigaret shortage was Old 
Golds’. “Why be irritated—Light an 
Old Gold.” The greatest irritation 
was not being able to get an Old 
Gold or any other cigaret to light. 


That theme prompted the follow- 
ing letter from Turner Goldsmith of 
John H. Harland Company, printers 
and lithographers in Atlanta, Ga. 


“Speaking of advertising — how 
about the Old Gold ads that show 
a disturbing sort of scene which no 
doubt tickles the fancy of those with 
a sardonic sense of humor—with the 
accompanying caption—‘Why be ir- 
ritated—Light an Old Gold.” 


Darn clever, and so were the Mu- 
rad ads a decade or so ago with the 
same type scenes captioned “Be 
Nonchalant—Light a Murad.” 


Yours for less irritation and more 
inspiration in advertising. 


And by the way, Henry, that let- 
ter caused me to do a lot of idle 
thinking. I remember distinctly the 
“Be Nonchalant” theme but it 
doesn’t click with me that it was 
used with Murad. Will you or some- 
one else with a better memory set 
me right. 


Well, Henry, before I close I must 
tell you that I have finally discovered 
the reason for so much silly, irra- 
tional, irrelevant and loosely pre- 
pared advertising. It seems one ad- 
vertising outfit has cornered the 
market on “Planned Advertising.” 
Charles W. Hoyt Company, Inc., 551 
Fifth Avenue, your city, established 
in 1909 and with a branch office in 
Hartford, Connecticut, has “Planned 
Advertising” registered at the U. S. 
Patent Office. We do not know just 
when the “patent” was registered 
but for 17 years from that date, ad- 
vertisers and agencies will have to 
get along with advertising that isn’t 
planned, unless they have it planned 
by Hoyt. 


We’ve ordered our shingle down 
for the duration. 
Geo. Kinter. 


REACTION TO BEGINNERS 
COURSE 


Congratulations on the “Course of 
Study for Beginners.” It’s a very 
constructive feature of the maga- 
zine and should add to The Report- 
er’s legion of fans and friends. 


I hope Harrie Bell is giving due 
attention to the house magazine. 


B. E. Barnes, 

Director of Publications, 

United Parcel Service, 
331 East 38th Street, 
New York 16, N. Y. 





As Required by Law 


Statement of the Ownership, Manage- 
ment, Circulation, a. hii. anne by the 
Acts of Congress’ of August 24, 1912, 
and March 3, 1933, of THE REPORTER 
of Direct Mail Advertising. 


Published monthly at New York, N. Y., 
for October, 1945. 


State of New York, County of New 


York, SS.: 
Before me, a notary public in and for 
the State and County aforesaid, per- 


sonally appeared M. L. Burfeind, who, 
having been duly sworn according to 
law, deposes and says that she is the 
business manager of the magazine, The 
Reporter, of Direct Mail Advertising and 
that the following is, to the best of her 
knowledge and belief, a true statement 
of the ownership, management, ete., of 
the aforesaid publication for the date 
shown in the above caption, required 
by the Act of August 24, 1912, as 
amended by the Act of March 3, 1933, 
embodied in section 537, Postal Laws 
and Regulations, printed on the reverse 
of this form, to wit: 


1. That the name and address of the 
publisher, editor, managing editor is 
Henry Hoke, 17 East 42nd Street, New 
York 17, N. Y. That the names and ad- 
dresses of the business managers are 
Henry Hoke and M. L. Burfeind, 17 
East 42nd Street, New York 17, N. Y. 


2. That the owner is: Henry Hoke, 
17 East 42nd Street, New York 17, N. Y 


3. That the known bondholders, mort- 
gagees and other security holders own- 
ing 10% or more of the total amount 
of bonds, mortgages or other securities 
are: None. 


4. That the two paragraphs next 
above, giving the names of the owners, 
stockholders, and security holders if 
any, contain not only the list of stock- 
holders and security holders as they 
appear upon the books of the company, 
but also, in cases where the stockholder 
or security holder appears upon the 
books of the company as trustee or in 
any other fiduciary relation, the name 
of the person or corporation for whom 
such trustee is acting, is given; also 
that the said two paragraphs con- 
tain statements embracing affiant’s full 
knowledge and belief as to the circum- 
stances and conditions under which 
stockholders and security holders who 
do not appear upon the books of the 
company as trustees, hold stock and 
securities in a capacity other than that 
of a bona fide owner: and this affiant 
has no reason to believe that any other 
person, association, or corporation has 
any interest direct or indirect in the 
said stock, bonds, or other securities 
than as so stated by her. 


M. L. BURFEIND. 


Sworn to and subscribed before me 
this 2nd day of October, 1945. 
Lawrence F. Dunn, Notary Public. Com- 

mission expires March 30, 1947 
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This Is 25,000 LEADING 


TERRIBLE = os" 
EXECUTIVES ... 





Here is a good report: Reporter’s Note: We agree. Repro- 14,000 Manufacturers 
I am sending along a letter received duced here are (1) envelope which 

from The Milwaukee Tool and Die Co., , eas ' in the 

also the envelope in which it reached carried mailing and (2) part of first 

us. page of a four-page illustrated 
We are wondering what your reac- . . DIRECTORY 

tion will be. We felt that any firm folder. Direct Mail does not need 

that had to resort to this subterfuge deceptive practices to be successful. 7 

could not be trusted with our business. i itn ite tii tee Ui eee eae 33 NEW ENGLAND 
David Torsell, Secretary Strombeck- 
Becker Mfg. Co., Moline, Ill. on record. 


MANUFACTURERS 


1946 edition now 


E B I available . . . $25 


per copy. 





FROM THE MILWAUKEE TOOL AND DIE CO 

4050 NORTH THIRTY-FOURTH STREET 

MILWAUKEE‘9, WISCONSIN 
Mctober 10, 1945 


George D. Hall Company 
30 Kilby Street 
RR ty Mfe. Co. Boston 9, Massachusetts 


Moline, 
Illinois 














pear Mr. Strombeck: 





This personal. communication is directed to you for PT 
investigation purposes only. We would greatly appreciate your oe : 

cooperation in assisting us with the necessary information we Enclosed Find Check mattis 
desire regarding your company. 


; h 
We wish to determine the future possibilities of our Company It's always fun to open up the 
being of service to you, and also the specific types of Mosely envelope and see a good 


work in which we might be helpful. check—mostly EXTRA PROFIT— 
pop out! A check for the extra pro- 
motion, equipment, or just a good 
trip or toward that postwar car. 








Our complete. 








FB. I. 


EET 
4050 NORTH 34th STP 
MILWAUKEE 9, WISCONSD! 











Mrs J. Fy pecker Mfr. CO- Over 14,000 Mosely 
— Checks Have Been Mailed 
To Owners of Lists 
Personal during the past few years to pay 
BE OPENED BY 





ADDRESSEE ONLY them profits for addressing to their 
—_- Mail Buyers, Inquirers, Pros- 
pects for non-competing MOSELY 
MASS MAILER CLIENTS, firms 

aia ilar which sell to the consumer direct 
“2 by mail. Wouldn’t you like 
MOSELY CHECKS? 


Register the facts about YOUR Lists 
Note to Readers: Watch your incoming mail. If you find Exclusively Today. Write Dept. R-10-A. 

Direct Mail pieces which bring discredit on the medium, and MOSELY SELECTIVE LIST SERVICE 

ane you would classify as “horrible examples” . . . send these Veil Order 40 Nondguarters 

Specimens to us with your comments. We’ll pass the word va'p’ 

along in THE REPORTER. aa 


‘“MOSELY sends the CHECKS” 
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Advertising Greets the 


Homecoming Heroes and Customers 


By David L. Cohn 


Reporter’s Note: George Kinter, who writes that column “One Advertising Man to Another” (see page 26 this 
issue), insisted that The Reporter should reprint this epic from the September 22nd issue of “The Saturday Review of 
Literature.” We asked permission of Editor Norman Cousins. He granted it graciously. So here it is. 


LL during this war we at Gurglehimer-Botts 
A Distillers of Old Bushwah a blend 
Composed of 15% straight whiskies thirty 
days old 
And 85% neutral spirits 
Said we’d stand by you. 
And we did. 


We stood by you at Guadalcanal, the Solomons, New 
Guinea, New Britain, St. Lo and the Battle of the 
Bulge. 

Names as famous in American history 
As that of Old Bushwah itself. 


We pledged that we’d never let you down 
And we didn’t. 
Nothing is changed about Old Bushwah 
Except the label. 
And for the benefit of the heroes who’ve been away 
We'll tell you what it is. It now reads: 


Composed of 85% neutral spirits and 
15% straight whiskies thirty days old. 


That is our contribution to keeping America just like 
It was that night when you kissed Mom goodbye 
And she cried but Pop stared straight ahead not saying 
anything 
But thinking .. . thinking a lot probably 
Like men do but not saying anything 
While Mack, your liver-and-white setter followed 
you down to the bus station and you 
Didn’t know what to do with him until Ernie Jones, 
the bus-driver 
Said, “I'll take care of him, Hugh.” 
And you knew he would. 


GI, America is Names. Bath House John, Eddie Guest, 
Ringling Brothers, The Morris Plan, Sing Sing, Colonel 
Robert McCormick, Mary, the Typhoid Carrier, the 
Seven Sutherland Sisters, The Albany Day Line, Mack 
Sennett, The Man Bilbo, Jesse James, and Old Bushwah. 


America is Honorable Names. Names that not 
Even a Great War could change 
Names that sent images flickering through your mind 
When you sat there in your foxhole not knowing 
What would happen next but knowing that Back 
Home 
In the States you could depend on the 
Quality behind those names. 
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Whale-O, the Margarine with the Nutty Flavor, 
Harmon’s Tasty Capers, 
Mrs. Sullivan’s Home Made Pies, Incorporated, 
Teenie-Weenie Little Petit Pois Peas 
And Old Bushwah. 


America has worked hard to keep these names clean. 
Despite bottle shortages, 
Despite glue shortages, 
Despite the war. 


But the people were patient. They understood. 

The going was, as you GI’s say, rugged. 

It took some doing but we did it. 

Keeping quality up and price down. 
Resisting the temptation to cheapen, 
Resisting the temptation to make profits, 
Keeping the Names clean, 

Keeping them for you. 


We knew you were fighting for us, 
Fighting to preserve things as they were 
So that if you temporarily couldn’t enjoy them 
And even the folks at home sometimes had to be 
patient, 
All would be well in the end. 
But now this bloody business is over and 
you'll be coming back to the Good Things of 
Life you fought to keep: 


Mom, Pop, Sis, Mack, the liver-and-white setter, 
The Brooklyn Bridge, the A&P, the gap in the 
picket fence on North Sycamore Street, 
The old leaky shower in Uncle Jed’s bathroom 
That he never would have fixed 
And the old mortgage on the homestead. 
The broken street light at the corner of 
Fourth and Vance where you shyly kissed your 
Best Girl who’s waiting for you now in the 
same stockings she wore when you left home. 
The mouse in the attic you couldn’t catch, 
The three chocolate stains on the marble slab 
of the soda fountain in Ham’s Drugstore— 
and Old Bushwah. 


We've kept the faith. We’ve fought the good fight 
together 
You in your way. We in ours. 
Now you can lay down your rifle. 
And we can take up our typewriter 
After four years in Hell! 


(This is the fourth in a series of Messages from Old 
Bushwah, Distilleries, Incorporated. A reproduction of this 
message, suitable for framing, will be sent you on request.) 


THE REPORTER 
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SPECIAL REPORTS 


(]}HOME AGAIN—a report issued 
by Transconinental & Western Air, 
Ine. (TWA), 101 West 11th Street, 
Kansas City 6, Missouri. Size 9” x 9”, 
20 pages, self cover. Another beauti- 
ful job. Most of the pages have a 
solid grey background, with illus- 
trations and maps in two colors (red 
and yellow). Tells the story of 
TWA’s Stratoliners in the Army Air 
Forces, and we think it is interest- 
ing to know that each plane was 
christened with the name of a West- 
ern Indian tribe. Reconversion is 
now under way, and new Stratoliners 
are being built for domestic serv- 
ice. Very little type matter, but 
much information is packed into very 
few words. Don’t know if additional 
copies are available, but it would 


make a mighty fine addition to your 
idea file. 


_|A CONVENTION BY MAIL... 
the 48th Annual Convention and 
Exhibit of the National Association 
of Retail Grocers, Chicago, Illinois, 
was held in print. Contained in a 
120 page, 8%”x11” magazine style 
volume. Begins with a special mes- 
sage from Clinton Anderson, Secre- 
tary of Agriculture, followed by the 
convention sessions. Index to “Ex- 
hibits in Print” appears in back of 
book. Conventions-by-mail will soon 
become a memory. They were a 
wartime necessity, and they did a 
splendid job of keeping people in 
touch with each other. But, we are 
very glad that the necessity for them 
is now over. Now we can look for- 
ward to the renewing of friendships 
... the re-telling of jokes ... and 
the general exuberance that will 
go with the first personal conven- 
tions that will probably start roll- 
ing next year. Nothing, of course, 


can take the place of these personal 
contacts. 





HELP WANTED 


SUBSTANTIAL metal products concern 
non-ferrous—expanding its mail promotion 
department—seeks able and experienced 
person to plan, supervise lists and create 
promotion material. State qualifications, 
background and salary expected. Box 101, 


The Reporter, 17 E, 42nd St., New York 
17, N. Y. 
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CLASSIFIED ADS 





EQUIPMENT 





MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 
Co., 19 S. Wells St., Chicago, III. 





HELP WANTED 
LONG ESTABLISHED Growing Mail 


Agency has openings for several men to train 
for its executive staff. Can draw $40.00 to 
start and participate in liberal bonus. 
Must be willing to get hands dirty and 
run errands, or anything else on occasion. 
Any experience on office machines, adver- 
tising, publishing, accounting, or sales 
may be helpful. Apply in own handwrit- 
ing, please. Box No. 121, The Reporter, 
17 E. 42nd St., New York 17, N.Y. 








LETTERHEADS 





EVERY EXECUTIVE SHOULD READ 
“Letterhead Design and Manufacture,” by 
Fred Scheff, 225 pp., 8% x 11, 125 illustra- 
tions. “EXCELLENT” Printers’ Ink. Mail 
$5.00 to Fredericks Co., 68 Nassau St., 
New York 7, N. Y. Money refund guarantee. 





MULTIGRAPHING SUPPLIES 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 





SALES LETTERS 
LETTERS WORDED to sell anything worta 


buying. Request evidence. Jed Scarboro, 
102 Rynda Road, South Orange, N. J. 





Another l ETTER 


success / 





REPLY-O 


Chevrolet Motor Div., New York says: 


“Dealer campaigns using Reply-O-Letters 
have been most satisfactory.” 


Why it ups returns 
The address on the reply form 
occupies the “‘fill-in” spot on 
your letter. No signature 
needed. America’s largest 


mailers use Reply-O _-——~" 


Letter. 










Write for samples today 


The REPLY-O PRODUCTS Co. 


150 W. 22 St. N.Y. 11 + 215 N. Michigan, Chicago | 








SELL BY MAIL!! GET 
50°% MORE ANSWERS 


Write on your letterhead for Kit 
No. 6 containing FREE samples of 
4 different types of tested mailing 
devices that have produced amaz- 
ing results for many of America’s 
largest mailers. Can be adapted to 
meet your individual needs! 


=== TESTED SALES 
PRODUCERS 


3 EAST 14th STREET 
NEW YORK 3, N. Y. 

















TENSION 
KNOWS 
HOW! 





\ Vv 





RETURN ENVELOPES enclosed 
in their mailings is a ‘“‘must’’ practice 
with professional mail ordermen. Nu- 
merous tests have proven that RETURN 
ENVELOPES materially increase results. 









TENSION ENVELOPE CORP. 





New York 14, N. Y. 
345 Hudson St. 


Des Moines 14, lowa* 
1912 Grand Ave. 


St. Louis 3, Mo.* 
23rd & Locust 


Minneapolis 15, Minn.* 
500 South 5th St. 
Kansas City 8, Mo.* 
19th & Campbell Sts. 


*Originally Berkowitz Envelope Co. 
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“Thanksgiving”, Lithograph by Doris Lee 


HOW DIFFERENT THIS YEAR 


Thanksgiving. We can all read new meaning 
in the word this year. War no longer casts its 
shadow over our lives. How good to be in a 


world at peace. 


Not that we're overlooking the postwar 
problems that face us. We know that getting 
back to normal won't be a matter of overnight 
miracles any more than gearing for wartime 


production was. 


“Patience, work and co-operation all along 


the line”— that seems to be the formula needed 


now. In the few short months since peace, we 


at International have seen this formula pro- 
duce some highly gratifying results . . . while 
working with our Distributors to meet the re- 
quirements for your new-day plans. Interna- 
tional Paper Company, 220 East 42nd Street, 
New York 17, N. Y. 








